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SENSATIONAL SHORTS POINT 
TO NEW SHOWMANSHIP ERA 


No. 16 


Because of the brilliant progress made by “short subjects” in the brief period that the talking-screen has been before the public, a sensational 


future of tremendous importance is in immediate store for these miniature entertainment-units, 


their importance,” declared Mr. Katz today at a meeting of his Executive Cabinet. 


‘THE VAGABOND 


KING’ TO 


BREAK CIRCUIT RECORDS; 


~ VIGOROUS 


DRIVE PLANNED 


What is the absolute maximum gross box-office-take for 


your theatres? 


For the attraction that is judged to be the most powerful 
attraction a theatre has ever had in the history of show busi- 


ness? 

Think of “Singing Fool’, 
“Cockeyed World,” “Birth of 
a Nation”, or any and all at- 
tractions ! 


Think in terms of added 


capacity by using extra chairs! 
Of adding extra performances! 
Of adding to your morning, 
matinee, 


night and _ holiday 


Some time ago, Mr. Katz 
called for outstanding cam- 
paigns on average pictures 
rather than on comparative- 
ly _ self-selling super-hits. 
That order is still valid. 
However, inasmuch as this 
picture is one of the most 
stupendous’ film  achieve- 
ments in the history of the 
industry, and in order to in- 
delibly stamp Paramount 
superiority in the picture 
business upon the conscious- 
ness of the public for all 
time, it was decided to make 
an exception in the case of 
“The Vagabond King’ and 
to concentrate the entire ef- 
forts of Paramount and 
Publix in selling this picture 
with every resource and 
ounce of energy that both 
these organizations afford. 


prices | in terms Of spec- 
tacular exploitation! Of crowd- 
stampeding romance appeal! 
Then add fifty per cent to 
your expectation or add 100 per 


cent! 

Now you're in a mental at- 
titude to merely start to appre- 
ciate what is in store for you 
when you get “The Vagabond 
King” to play. 

It is Paramount’s record- 

(Cont. on Page 2) 


of the important material 


contained in this _ issue, 
properly classified, will be 
found on page 12. 
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Publix 100% Owners 
In Kankakee Theatres 


Publix has bought the remain- 
ing 50 per cent interest owned by 
the Kankakee Enterprises, Comer- 
ford and Cadoret, Kankakee, IIl. 
The theatres involved in this deal 
are the “Majestic,” ‘‘Luna’’ and 
“Rialto,” which Publix now owns 
100 percent. 
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MORE PRIZE WINNERS 


In accordance with the offer made by PUBLIX 
OPINION to award prizes to the showmen who made 
the best effort in getting the co-op pages during the De- 
cember Drive, five checks were mailed out last week to 
the prize winners. Although only four prizes were orig- 
inally offered, two of the contestants tied and it was de- 
cided to give a prize to each.. The prize winners are: .. 

Leonard Worley,| Fisher Theatre, Danville, I11.—$25 
for the biggest series of co-op ads and $25 for the great- 
est amount of free space. 

Earl Payne, Kentucky Theatre, Lexington, Ky.— 
$25 for being first to send in a co-op page on the Decem- 

‘ber Drive. 

T. W. McKay, Grand Theatre, Rutland, Vt. and A. 
Brown Parkes, Saenger and Best Theatres, Pine Bluff, 
Ark.—$25 each for the best copy sent in on December 
Drive co-op pages. 
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SOUND SCREEN TO SPREAD 
CULTURE, SAYS MR. KATZ 


“Theatre-goers in 1930 not only will take it for granted that 
the articulate-screen has been able to solve its own mechanical 
problems as well as that of adapting literary and dramatic 
material, but they will also be pleasantly surprised to find that 
the quality of entertainment itself is considerably elevated,’ 
according to President Sam Katz. 


“Perfection of the new me- 
dium has spurred authors, di- 
rectors and pro- 
ducers into in- 
vestigating 
many of the old, 
accepted prin- 
ciples of show- 
manship. So 
many of these 
have been found 
to be obsolete 
or fallacious in 
the present age, 
that 1930 will 
see a consider- 
able elevation in the intellec- 
tual and spiritual thought that 
is behind entertainment,” Mr. 
Katz believes. 

“So rapid has been the ad- 
vance in mental processes in 
every direction, since the world 
war, that even our entertain- 
ment .standards were rapidly 
being outgrown at the moment 

(Cont. on Page 2) 


Re-type this 
story and 


plant it in 
your local 
newspaper as 
a statement 
made by Mr. 
Katz in a let- 
ter to. you, 
which local- 
izes it. 
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Publix Acquires Four 
Theatres In Detroit 


Four neighborhood houses in 
Detroit, known as the Munz thea- 
tres, which include two magnifi- 
cent de luxe houses, joined the 
Publix chain last week. The two 
de luxe houses are the ‘Grand 
Riviera”? and the ‘‘Annex.’’ The 
other two theatres are the ‘“‘Tuxe- 
do”? and the ‘‘La Salle Gardens.”’ 
Publix is now operating all four 
of these theatres. 


CONGRATULATE ALL PUBLIX — 
ON DECEMBER TRIUMPH 


With another bugaboo of show business decisively defeated 
by the combined effort of Publix during the December Drive 
and one more glorious chapter indelibly written in the history of 
the motion-picture industry, the entire circuit is receiving the 
heartiest congratulations of Messrs. Katz, Dembow, Chatkin, Bots- 
ford, Saal and other Home Office executives, as the huge profit- 
earning campaign winds up in a victorious flourish. 
SSSI) SPE Sa SOT Ue MT Oe a ep ears “The perfect co-ordination 
between all Home Office depart- 
ments, the intelligent and in- 
spiring supervision of field 
executives, and the _ splendid 
fighting -spirit of theatre staffs 
have, been something: of which 
all Publix might be justly 
proud,” declared Mr. Katz. 
“These were the factors which 
contributed most to the success 
of the December Drive.”’ 


Seconding the sentiments of Mr. 
(Cont. on Page 2) 


LUVIN 


MUST!! 


“All theatre managers will 
start with No. 1 on all requi- 
sitions for supplies, equip- 
ment, etc., as of December = 
30, 1929. 

J. H. Elder, Director, 
Maintenance Dept. 
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as well as for the theatres that properly appreciate 


“IT want to emphasize 
that short subjects are des- 
‘tined to become the spice 
and variety of every theatre 
in America,’ Mr. Katz 
said. 

“Our managers must now 
learn to. exploit and properly 
place short subjects in their 
programs. : 

“Paramount has as- 
sembled a department for 
making ‘short subjects that 
offers the greatest entertain- 
ment ever produced in the 
history of the theatre. 


“I have pledged that our 
theatre circuit will use every 
short subject that Paramount 
will make next year, and I 
want every manager to under- 
stand clearly, to the fullest 
extent, the meaning of this 
obligation. 

“T made this pledge because 
of my firm conviction that the 
short subject is swiftly coming 
into its own, in constantly in- 
creasing importance. 

“I believe that just as we 
book live acts now, in some 
of our big theatres, for the 
purpose of adding strength 
to programs, the time is close 
at hand when we are going to 
book our short-subjects in 
the same manner. Thus, we 


will be enabled to give pow- 

erful support to the drawing 

power of feature pictures that 
need help.” 

Paramount is so completely 
‘conscious of the value and im- 
portance of the short subject 
that it has asked and received 
from Mr. Katz two important 
aids from Publix. The first is 
direct information from the 
public itself, by way of theatre — 
managers, as to the kind of 
short subjects that will find. 
greatest favor with the public. 
The second is actual making of 
a large part of the new Para- 
mount short subject product, 
under the direction of Publix 
personnel. 3 

A’) Balaban: outstanding 
creative showman of America, 
will supervise the making of 

(Cont. on Page 2) 
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VAGABOND KING 
TO SET NEW 
GROSSES — 


(Cont. from Page 1) 
wrecking challenge to those 
huge box-office grosses piled up 
ay “Cockeyed World”, “Singing 
Fool”, “Birth Of A Nation”, 
“Virginian”, “Gold - diggers”, 
“Cocoanuts’’, “Sunnyside Up”, 
or “On With The Show”. 

An uncut “scratch: print” from 
the studio has been previewed py 
Messrs. Katz, Dembow, :Chatkin, 
Saal and Botsford. = All division 
directors, and your Editor saw it, 
too. Despite the more exacting 


demands of a view point based on| 


daily contact with audience reac- 
tions, all of these Publix showmen 


subscribed to the statement that) 
“show business has never before]. 
had such a tremendous attraction |. 


of such wide popular appeal.”’ 


As a result, officials of both Pub-| 


lix and Paramount immediately 


went into consultation to prepare}. 


for the solution to the opening 
problem of this picture. 

We're going to establish in 
every Publix town, the new 
gross-record for a theatre in 
that town, and the record will 
be one that won’t be beaten 
soon. “Vagabond King” will 
do it. 

To accomplish this, officials 
of both Paramount and Publix 
have collected every scrap ot 
“selling” information,. every 
idea, and every aid. These are 
now being tied into the cam- 
paign for the world’s premiere 
of the attraction when it opens 
February 10 at the “Criterion” 
in New York. Simultaneously, 
the campaign will be broadcast 
to every theatre that will play 
it afterwards. In order to get 
the maximum benefit of the 
avalanche of publicity that the 
premiere will attract, Para- 
mount has consented to its gen- 
eral release in Publix key- 
towns, two weeks after its 
Broadway opening. Thus all 
of the benefit of national maga- 
zine ads, press-syndicate pub- 
licity, newsreel-shots, etc., will 
be available and timely for 
every theatre that is fortunate 
in having “Vagabond King” 
booked. 

The first ticket-selling con- 
sultation between both Para- 
mount and Publix was held last 
week. 

Here are some of the de- 
velopments from that meeting: 


PREVIEWS 

Key towns to preview the 
picture the first week in Jan- 
uary. 

Lobbies, ads, trailer, press 
sheet, stills, will all then be 
ready. There are three radio- 
broadcast dates, February 8, 15, 
22. There is a possibility of 
getting Dennis King to be fea- 
tured in one of these broad- 
casts. Another of the broad- 
casts will feature Jeanette Mac 
Donald. The third one will 
feature the presentation of 
the opening of THE VAGA- 
BOND KING at the Criterion. 
Local chain stations to an- 
nounce local playdates. 

The picture will open Febru- 
ary 10 at the Criterion with a 
preview for the critics. 
~ The gala opening to the pub- 
lic, will be held on Lincoln’s 
birthday eve, February 11. 

. BOOKINGS 
Following the opening at 
the Criterion the picture will 
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DES MOINES DID IT! 


M. L. Elewitz, 


of the Publix Paramount Theatre in Des Moines, 
Ia., put over the idea explained by these cards. 


In the bank tieup, 


instead of awarding $250 in paid up savings accounts, as originally 


planned, that amount in cash was 


given away at the theatre on Christ- 


mas Eve. The second card was displayed in 170 street cars at no cost 


to the theatre. 
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: FREE! 
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$200 


IN CASH 


WILL BE AWARDED AS PRIZES 
BY THE 


BANAERS TRUST C0: 


FREE! 
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= PARAMOUNT THEATRE 
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At The 9 0’clock Performance 


play in the following towns 
on or about February 22:— 
Century, Buffalo; Washing- 
ton and Uptown, Boston; 
. McVickers, Chicago; Para- 
mount, Detroit; Denver, 
Denver — to follow in the 
Rialto; St. Francis, San 
Francisco — (following clos- 
ing of LOVE PARADE); 
Paramount or Pantages, Los 
Angeles; Newman, Kansas 
City—to follow in the Royal; 
Paramount, Salt Lake; Cen- 
tury, Minneapolis; Para- 
mount, Toledo; to follow in 
the Princess; Eastman, Ro- 
chester —to follow in the 
Piccadilly; Grand Central, 
St. Louis; Circle, Indian- 
apolis. 


TRAILERS 


It is planned to have a special 
announcement trailer made to 
run in these theatres February 
8. This announcement to be 
followed by the Technicolor 
trailer. It is planned to have a 
news shot taken of the opening 
at the Criterion and to get this 
out immediately to run in the 
theatres February 15 and to al- 
so include the color trailer. Al- 
so, to make a special presenta- 
tion leader to run ahead of the 
main title of picture. Also, to 
run some trailer announcement 
concerning the fact of the 
broadcasts Feb. 8, 15, 22. 


Sound Screen 
To Spread 
Culture 


(Cont. from Page 1) 
the talking-screen arrived. 


“People think more, and faster, 
nowadays, than in 1920. They 
read and see more, and _ travel 
more. Consequently, they can ab- 
sorb more of the benefits of ex- 
perimentation. 


“It will always be true that the 
public clings to certain general 
preferences. This prevents revolu- 
tionary changes. However, now 
it is possible to profitably present 
works of great authors, musicians, 
and other creative geniuses which, 
hitherto, have been unappreciated, 
except in limited circles within big 
cities. America has developed its 
mentality a hundredfold, in the 
last ten years, and with this has 
come a popular artistic and spiri- 
tual appreciation never known be- 
fore. 


“This encourages the theatres 
to universally present proper en- 
tertainment of every kind and 
depth of thought. Ten years ago, 
only the shallowest kind of enter- 
tainment could hope for patronage 
from the general public. The fin- 
est offerings of music and stage 
were then available only under 
most limited circumstances. 

“Today, any crossroads ham- 
let will turn out for attractions 
that would have been ignored 

- a decade ago as being ‘too high- 
brow.’. Next year will see Amer- 
ica’s intellectual progress, as 
reflected in theatre-going, in its 
highest state of development.” 


(CONGRATULATE 


The recordings of Dennis 


King and other stars in the| 


picture will be checked to see 
what recordings there are on 
the songs, for use with special 
announcement trailers and 
other purposes. _ 

\ PUBLICITY 

A special series of stories 
will be prepared with a New 
York date line involving the 
opening at the Criterion and 
follow-up stories which will be 
immediately sent to all thea- 
tres, designed to carry along 
until the opening of the picture 
at these theatres mentioned 
above. . 

It is planned to run a series 
of ads, or at least one or two 
ads, in these out of town en- 
gagements on the day the pic- 
ture opens at the Criterion. 

Proofs of the Saturday Eve. 
Post ad will be obtained and 
sent out for lobby display to 
the theatres. Technicolor will 
have a Saturday Eve. Post ad 
on THE VAGABOND KING, 
January 25. Local theatres will 
try for herald inserts here. The 
large cooperative ads will be 
made into! still further enlarge- 
ments and colored, to be sent 
around for lobby display to the 
theatres. The question of using 
the 4 color ad on the back of 


the American Weekly, Feb. 15 


which will affect, so far as Pub- 


ALL PUBLIX 
ON DRIVE 


(Cont. from Page 1) 


Katz, Executive Vice President 


Sam Dembow, Jr., commended the 


enthusiasm displayed throughout 
the entire circuit during the 
campaign and urged Publix show- 
men to profit by the impetus of 
the December Drive and carry on 
in the same or accelerated stride 
through the new year. 

“With the ticket-selling ma- 
chinery of every Publix theatre 
now ‘hitting on all six,’ ‘Mr. 
Dembow said, ‘‘a splendid op- 
portunity is offered for rolling 
up the greatest grosses in Pub- 
lix history during the first few 
months of 1930. With the 
magnificent product that is 
ahead of us, and the knowledge 
of our sage ine December 
achievement behind us, nothing 
should stand in the way of-our 
attaining that goal.’ 

David J. Chatkin, General Di- 
rector of Theatre Management, 
was particularly gratified with the 
way Publix man-power stood up 
under the strain of the epoch- 
making drive. 

‘We expected every man in 
Publix to do his duty,” was Mr. 
Chatkin’s comment, “and the 
way the boys came through 
_proved to us that our confidence 
in them was not misplaced.’’ 
One of the outstanding high- 


lix is concerned, the following 
towns, will be taken up :—Bos- 
ton, Chicago, ‘Detroit, — San 
Francisco, Los Angeles, Ro- 
chester, Syracuse, Atlanta, San 
Antonio. 
LOBBY DISPLAY 

Photos of the theatre front 
and lobby display, crowds, etc. 
will be taken, copied and sent 
out for lobby display to the 
theatres. A lobby display treat- 
ment that can be followed 
throughout the circuit will be 
planned. 
to stress in campaigns is the 
fact that this is the first perfect 
all-colored picture. ° 


Among the things] 


SENSATIONAL 
SHORTS FOR © 
NEW ERA 


(Cont. from Page 1) 
Paramount short subjects by 
Publix showmen, with the en-_ 
tire Publix stage and musical 
production departments to as- 
sist him. This will include 


Boris Morros, General Direc- 
tor of Publix Musical depart- 
ment, and Stage Producers, © 
Jack Partington, Frank Cam-_ 
Petroff, Charles — 
McDer- © 
mott, and other famous crea-_ 
All of | 


bria, Boris 
Niggemeyer, Louis 
tors of entertainment. 
the resources of the Publix- 


William Morris Agency, which 
has contracts with most of the q 
musical — 


notable vaudeville, 
comedy, operatic, and motion — 
picture stars, will be available. 


With the high compliments _ 
to Publix implied by Para- 


mount in these two tributes to _ 


Publix showmanship, Publix is 
expected to line up to a man in _ 
“backing up the shorts” —partic- — 


ularly Paramount shorts. 


Every possible playdate for 1 
Paramount shorts that can be 7 
arranged on a Publix theatre | 
program will immediately be | 


scheduled, by order of Mr. Katz. 
Special 
containing all needed informa-_ 


tion as to music, casts, running — 


time, footage, directorship, au-_ 
thorship, and a brief synopsis — 


of the character of each, will be — 


furnished for each “short,” to-@ 


gether with suggestions for — 
posters and art-work. Possibly — 
photos, will also be a 


a few “still” 
prepared by the publicity de- 
partment, 
each theatre by way of the lo- 
cal Paramount. film exchange, 
so that ample helps may be 


available to managers in plot- : 


ting and selling their programs. 
Home office and district 


information’ sheets _ 


and forwarded to — 


bookers will be charged with | 


the responsibility of aiding 
managers in properly “spot- 
ting” each “short” into its most 
effective place on a program, 


| lights of the drive was the intelli- 


gent and energetic way in which- 
it was sold to the public, according 
to A. M. Botsford, General Direc- 
tor of Advertising and Publicity. 


“Every sales medium known 
in show business was exploited 
to the fullest extent in making 
the December Drive a success,” 
declared Mr. Botsford. ‘Not a 
single gag, stunt, or tie-up in 
the advertising man’s old 
hokum bucket but found its 
counterpart in some branch of 
Publix operation, either in its 
original form or embellished 
with a new twist. The entire 
country was washed with a 
wholesale sales effort which 
bore enviable fruit and will 
continue to do so in the imme- 
diate future.” 


William M. Saal, Director of © 
Film Buying and Booking, called — 
particular attention to the effort 
devoted to the selling of shorts. 


“It is extremely gratifying,” 
said Mr. Saal, “to note that — 
Publix showmen have awakened 
to the _ realization of. the 
importance played by the 
‘short’ in building up their 
volume of business. In many 
instances, during the December _ 
Drive, great stress was placed 
upon the short subject, both in — 
billing and in newspaper adver- — 
tising and publicity. In every 


case where this was done, a 
profitable return was noticed at - 


the box office.”’ f 
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Paramount-Publix radio hour 


night, December 28th, at 10 o’clock (Eastern Standard Time) 
by the Columbia Broadcasting System. 


Paris, London,. New York, Chi- 
cago and Hollywood are to ex- 
change greetings in this hook-up, 
one of the most extensive ever at- 
tempted, and which is made pos- 
sible through the utilization of 
telephone, wireless telephone and 
radio. 


Atmospheric conditions permit- 
ting, the scheme is this. Players 
in the Plaza Theatre, London and 
Le Paramount Theatre in Paris 
will talk over telephone wires to 
a point on the English coast where 
the message will be transmitted 
across the Atlantic by low wave 
length to the United States. From 
a point on the Eastern coast of 
America the messages will be re- 
layed to Station WABC, New York, 
and thence broadcast to the world 
through the sixty associated sta- 
tions of the Columbia System. 


Contact with the main station 
will be made by telephone a few 
minutes later from the Paramount 
Theatre in New York, the Tivoli 
Theatre in Chicago and the Para- 
mount studio in Hollywood, thus 
completing a series of greetings 
from Paramount extending nearly 
-half around the world. The feat, 
if successful, will eclipse the rec- 
ord made by Columbia engineers 
last September when Maurice 
Chevalier, seated in a dressing 
room of the Paramount Theatre in 
Paris, extended greetings to an 
American radio audience. 


Among the stars in Hollywood 
who will give messages from the 
Paramount studio are George Ban- 
croft, Charles ‘‘Buddy’’ Rogers, 
Mary Brian, Jeanette MacDonald, 
Clive Brook, Fredric March, Jack 
Oakie and Neil Hamilton. 

Those who will extend greet- 
ings from London and Paris are: 
Stanley Lupino, well known Eng- 


lish comedian, speaking from the. 


Plaza Theatre, London, and M. 
Saint Granier, French stage fa- 
vyorite, speaking from the Para- 
mount Theatre in Paris. 

The international feature of the 
broadcast will be in addition to 
the regular weekly program ema- 
nating from the Paramount-Publix 
Playhouse, the de luxe theatre of 
the air, in which Paul Ash will 
present a musical novelty, ‘The 
Holiday Express.’’ Popular radio 
artists who will make up this re- 
vue are David Mendoza, — Jesse 
Crawford, Paul Small, Dorothy 
Adams, the Paramount Four, 
Veronica Wiggins, Fred Vettel 
and others. 

John S.. Carlile, head of Para- 
mount’s radio department, will be 
the announcer. 


TRAINED STAFF 
PROVES WORTH 


The wisdom of Publix’ policy 
of having perfectly trained serv- 
ice staffs was again proven by 


records established in the Rivoli: 


Theatre in New York during the 
first week of the run of ‘“‘Taming 
of the Shrew.”’ 


During that week, 71,468 pa- 
trons were taken care of. This 
means an average of 10,210 a day, 
510 for each usher. Without a 
staff not only well trained but 
alive to its responsibility, this sort 
of service would have been impos- 
sible. It has been estimated that 
a delay of two minutes per show 
in this house means one turnover 
less. 


= Bathing Beauty Contest 
During Christmas Slump! 


An unusual part of the Christ- 
mas campaign run by Marsline 
Moore, manager of the Worth 
‘Theatre of Fort Worth, Texas, 
was a Winter Bathing Beauty Con- 
test sponsored by the local press. 

) 


‘mas celebration and theatre an- 


INTERNATIONAL RADIO HOOK-UP 
WILL SALUTE THE NEW YEAR 


A salute to the new year, international in scope, coming 
from five different points of the globe, and covering a distance 
of approximately 7000 miles, will be the high spot of the regular 


to be broadcast on Saturday 


PUT EM OUT! 


Arrival of talkers, which 
brought the hope that chat- 
tering customers would here- 
after. be silenced during per- 
formances, seems only to 
have caused picture fans to 
jabber more fiendishly. II- 
lustration of how this rule 
is ignored was an incident 
in a Broadway picture house. 

Three men, hats in hand, 
seated together, kept talking 
away with gusto until a pa- 
tron in front called an usher 
saying: ‘‘Can’t you, please, 
make them stop. I can’t 
hear the picture.” 

“Sh!” . said the usher, 
“they’re the bosses of this 
theatre.”’ —(Variety). 


HOUSE ANNIVERSARY, 
HELPED CHRISTMAS 
BOX OFFICE 


Word of a combination Christ- 


niversary came from Manager Al 
Fourmet and Publicity Director 
Ray Allison of the Texas Theatre, 
San Antonio, Texas. 


Exploitation plans provided for 


an Atwater Kent Radio Show in| 


the mezzanine and a special news- 
paper section on the same. 
Printed matter which included 
25,000 stickers on Atwater Kent 
monthly statements, 3,000 four 
page pamphlets and 3,000 auto 
stickers, was distributed to adver- 
tise the show. 


In addition to all this, there 
was a birthday cake in the lobby, 
eight smaller cakes in window 
displays about town, a_ special 
street lighting unit installed in the 
theatre square by the Public Serv- 
ice Corporation, a parody contest 
on songs conducted by the organ- 
ist with a $200.00 Atwater Kent 
Radio as a prize. There were 
also the usual “Shop and Mail 
Early’ post office tie-up, radio 
broadcasts, special decorations, 
and special trailers. 


VARIETY CARRIES 
FAMOUS MUSIC AD 


- In the December 18th issue of 
“Variety,” a full page is given 
over to the advertisement of the 
Famous Music Corporation, the 
Paramount and Publix affiliate. 
Three song hits from the latest 
Paramount pictures are featured: 
““Sweeter than Sweet’ from 
“Sweetie,’ and ‘‘Dream Lover’’ 
and ‘‘My Love Parade” from ‘‘The 
Love Parade.”’ 


Free Ad Material For 
“Pointed Heels’ Song Hits 


Spier & Coslow, Inc., 745 Sev- 
enth Avenue, New York, and rep- 
resentatives in the principal cities, 
has available for distribution to 
Publix theaters a quantity of cov- 
er sheets, window banners, slides, 
and orchestrations, for the pur- 
pose of exploiting “I Have to 
Have You,’ one of the two hit 
tunes in ‘‘Pointed Heels.”’ 

Shapiro, Bernstein & Co., 1567 
Broadway, New York, and branch 
offices throughout the United 


States, also has available a large 
supply of advertising material, for 
“Ain’tcha,” the other song hit in 
the picture. 


SELLING POSTER! 


This 40 by 60 enlargement of the various means used to sell “The 
Love Parade” in New York is being sent out of town to all Publix 
theatres that play this picture. That these selling means, directed by . 
Jack McInerney, Publicity Director of the Criterion Theatre, were 
effective is evidenced by the fact that the picture, in its third week, 
broke every existing record of the house. 


Lobby Christmas Tree 
Helps Exploit Pictures 


Did you play Santa Claus to 
your community? Ted Emerson 
of the Strand Theatre of Des 
Moines did—nhere’s how. 

A twelve foot Christmas tree 
was erected in the inner lobby 
two weeks before Christmas. This 
tree was decorated with orna- 
ments, cut-outs ete., representing 
attractions that the Strand Thea- 
tre patrons will enjoy during the 
coming year. An attractive 
framed ecard one-sheet size was 
placed on an easel beside the tree 
and carried the following copy, 
“The Strand’s Gift to Des Moines 
for the Year 1930.” 


Jeanette MacDonald To 
Make Victor Records 


Jeanette MacDonald, the fea- 
tured player in Maurice Cheva- 
lier’s latest success, “The Love 
Parade,’ has signed a contract 
with the Victor Talking Machine 
Company as an exclusive phono- 
eraph recording artist. 

Miss MacDonald’s first recording 
will be that of ‘““Dream Lover,’’ the 
hit song in ‘The Love Parade.” 
Publix theatre managers should 
capitalize on Miss MacDonald’s 
phonograph connection by an ex- 


ploitation tie-up with Victor 
dealers. 
Harold Lloyd Dummy 


Planted on Building 


Anxious to get people to read a 
huge banner advertising ‘‘Wel- 
come Danger’ which was fastened 
to the side of a building, Manager 
E. E. Collins of the Publix-Kirby 
Theatre of Houston, Texas, 


perched a dummy of Lloyd on top| 


of a twelve story building. 


NEW INDIANA THEATRE 


The operation of the Princess 
Theatre, New Castle, Indiana, has 
been taken over by Publix and 
will be under the supervision of 
Arthur Mayer; Edw. Saether, di- 
vision manager and W. B. Lloyd, 
district manager. 


WARNS AGAINST 
ABUSE OF 
TRAILERS 


“The abuse of trailers can 
work to the detriment of the 
theatre and ‘performance,’ de- 
clared Division Director Milton 
H. Feld in a message to managers 
warning them to exercise the ut- 
most care in the preparation of 
all screen messages to the public. 

“On recent visits to the thea- 
tres,’’ his message stated, “I have 
noticed an over use of trailers. 
In addition to the trailers on com- 
ing attractions there have been 
trailers attempting to sell many 
other ideas and institutional fea- 
tures. Bear in mind that you are 
asking the public to give up time 
and attention to read your mes- 
sage. They have already paid you 
to be ‘entertained during this 
period. 

“Tikewise, you are asking 
them to carry messages in their 
minds. If you ask them to 
carry a multitude of messages, 
none will definitely remain.”’ 
“The sereen trailer is the best 

means of reaching a public that 
has: already been sold by you. 
There is no method of merchan- 
dising that can be so effectively 
used or has any greater value. 
But it is necessary to analyze your 
show. Make eertain that you 
have not. over-used them and that 
‘the manner in which you spot 
‘your trailers does not cause a let 
down in the entertainment value 
‘of your program.” 


SHOP EARLY PLAN 
WINS FREE SPACE 


Takine the tip advanced by 
PUBLIX OPINION, the Lincoln- 
Dixie Theatre and the Washington 
| Theatre of Chicago Heights, IIL, 
sponsored a Shop-EHarly-Mail-Early 
page in the local newspaper and 
|in addition placed a long story in 
the paper on the mail early mes- 
sage to be delivered from the 
screens of all Publix houses. 

The theatres got a strip full 
page depth in which they were, 
able to advertise all their pictures 
from December 6th through De- 
cember 24th. Seven merchants 
contributed to make up the page 
but the two. theatres had for 
themselves as much space as all 
the merchants together. 

An example of good publicity 
work is to be found in the story 
planted with the paper in that all 
nine of the attractions to be 
played at the theatres were listed. 


Bank.” 


JANUARY 17—23. 


a \ | 
) 


FOR THRIFT WEEK 


Banks sell Christmas Clubs to their patrons every year. Taking 
advantage of this, the Publix-Baalaban and Katz organization had 300 
cards (specimen below) printed and distributed to all the banks of 
Chicago. A check showed that 90 per cent. had been hung in prom- 
inent places in the banks within two days. The card bore the follow- 
ing inscription, “Every Year I Join the Christmas Savings Club at My 
Under this appeared a picture of Buddy Rogers, the title 
“Half Way to Heaven” and the theatre name and playdate. 
reproduced below accompanied the poster. 


THIS STUNT SHOULD PROVE USEFUL FOR. THRIFT WEEK 


The letter 


(| | ‘(EVERY YEAR I JOIN 
\ THE CHRISTMAS 

SAVINGS CLUB AT 
MY BANK’ 


| 1 


CHARLES ‘BUDDY’ ROGERS 


Star of the All-Talking Screen’ Romance 


“HALF WAY TO HEAVEN” | 


At The 


CHICAGO THEATER o.cztitia : 
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CHATKIN, MORROS, KEOUGH 
DISCUSS DEPARTMENT DUTIES 


“You are going out to the field in what we believe will be 
the biggest year in motion pictures,” declared David J. Chatkin, 
General Director of Theatre Management in a talk last week to the 


men of the manager’s training school. “Pictures, especially in the |- 


first quarter, will be the finest in our history, while later releases 
from our own company are outstanding.” 


Mr. Chatkin’s visit to the 
school had a double purpose. 
He not only made the acquaint- 
ance of each member of the 
class but he left with them im- 
portant words of advice. 


“You are in the motion picture 
business,” he stated. “You must 
know motion pictures. Then 
you must know how to sell them. 
Every thing else that you may do 
personally or through the insti- 
tution is contributory to the box- 
office. But above everything else, 
you must know motion pictures 


and their sales values.” 
Morros Covers Music 

Another department head to 
address the student managers 
' during the past week was Boris 
Morros, head of the music de- 
partment. He spoke in conjunc- 
tion with the course in music 
given at the school. 

“Recognition,” he stated, ‘“‘is 
the first criterion to be considered 
in selecting a program. There is 
audience satisfaction in hearing 
songs that are known. The sec- 
ond factor is simplicity, necessary 
because of our type of audience. 
Good taste is another factor while 
variety or contrast require just as 
careful consideration as any of the 
others. 

“Even though there are no or- 
chestras in most of our theatres, 
every Manager must consider the 
balanced program from the mu- 
sical point of view when he 
chooses short subjects. Above 
all he must introduce as much 
variety as possible. The audience 
likes to be surprised. 

In planning a program, Mr. 
Morros continued, provision 
should be made for a vigorous 
closing and a hearty, lively open- 
ing. The in-between numbers 
may be made up of slower tunes, 
comedy numbers, ballads, ete. 


Among other things, the music 
director covered the .subject of 
orchestra instrumentation, the dif- 
ferent kinds of voices and how 
they could best be combined in 
groups to form trios, quartets, 
and mixed choruses. He also ex- 
plained the functioning of the new 
Music Novelty department which 
is preparing short subjects on film 
for various occasions. 


Paramount Ad-Sales 


A lecture on the functioning of 
the Paramount-Ad-Sales Depart- 
ment was also given during the 
week by a member of the organi- 
zation. He explained in detail 
how a press book was made up 
and advised that each press book 
be read thoroughly because ideas 
applicable to problems other than 
the one under consideration could 
be found and put to valuable use. 
He also covered poster sheets, 
window display cards, stills, and 
novelty heralds. 

In addition to the foregoing, 
time was devoted to a discussion 
of stagecraft under Henry 
Schwartzberg, assistant at the 
school. The week ended with an 
examination of the material cov- 
ered in the past few weeks. 

' Legal Aspects | 

Toward the end of the week, 
Austin G. Keough, head of the 
legal department, discussed the 
legal aspects of theatre manage- 
ment. He discussed the organiza- 
tion of Paramount Famous Lasky 
and Publix, state and local laws 
in regard to employment, building 


TRY THIS UPON 
TECHNICOLOR 


Publix Opinion has re- 
ceived what seems to be a 
hot tip on technicolor pro- 
jection together with an en- 
thusiastic letter. Try it and 
see what results you get. 


Lionel Wasson of the 
World Theatre, Omaha, 
Nebraska, used a number 6 
straw gelatine ahead of the 
projection machine on the 
color scenes of ‘‘Glorifying 
the American Girl’? and re- 
ports “it improved techni- 
color 100%.”’ 
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Students Find 
Success As 
Exploiters 


Managers in the Springfield dis- 
trict are assigning assistant mana- 
gers and students to exploitation 
work with exceptional results, ac- 
cording to word from _ District 
Manager Myron Shellman. 


Of course the men are assigned 
to this work with the thought that 
it will be excellent training for 
them. In the case of Lawrence 
Lasky, a student assigned to the 
district by Mr. Fitzgibbons, how- 
ever, it proved of great value to 
the Broadway Theatre. 


Lasky has been in show busi- 
ness ten days. None the less he 
promoted a full page co-operative 
ad without the aid of the news- 
paper, staged a tie-up with a local 
ballroom on a contest for the pic- 
ture “Broadway,” getting free 
publicity and radio time, and had 
a nurse give away 6,500 candy 
kisses in front of one of Kresge’s 
stores and obtained a two column 
story and picture in the Sunday 
news section. Nothing that he did 
cost the theatre any money. 


The co-operative ad featured a 
star contest. Small heads of the 
stars in “‘Broadway’’ appeared on 
the page scattered among the va- 
rious ads. Readers were supposed 
to identify these heads in order 
to win prizes of $10, $5, and $2.50 
and passes. Show cards con- 
taining the names of some of the 
stars appeared.in the windows of 
the merchants in the tie-up. Prizes 
restricted to the first replies re- 
ceived. 

Shellman ventured the opinion 
that the success in the exploitation 
outlined above was due to care- 
fully following plans laid out in 
advance. Where there is a defi- 
nite tie-up angle, and where plans 
are carefully drawn up _ there 
should be little difficulty selling 
merchants a proposition that can 
be mutually advantageous. 


Another New Theatre 


Publix took over the lease to a 
new theatre now being built in 
Casagrande, Ariz. - 


regulations, Sunday shows, cen- 
sorship, and fire regulations. He 
also covered the responsibilities of 
the theatre to its patrons, the 
legal considerations in advertis- 
ing, lotteries and prize contests. 


af 


HOW ARE YOUR SHADOWS? 


Shadows may make or mar the appearance of a flood-lighted statue. 
Notice the pictures below. One has been illuminated from the bottom 
only and the shadows’ are reversed. This results in an appearance of 


fear or startled surprise. 


The other had a light source above and to 


one side. The natural shadows bring out forcefulness and life-like 


appearance. 
Lighting Institute. 


POSTING YOU 
ON POSTERS! 


A weekly report on your bill- 
board locations and postings will 
or should be sent you by the out- 
door advertising company. Check 
up on it. ; 

If you have occasion to use ex- 
tra boards for any reason, make 
sure that the dead matter left on 
them when you return to your 
normal number of boards is killed. 
The company will do that. 

Make sure that there is a two 
weeks’ cancellation clause in all 
your poster contracts. 

Use color tinted backgrounds 
on your paper instead of colored 
paper. The latter fades too rapidly. 

Boards just out of town are 
often useful for institutional ad- 
vertising. Go after those your- 
self or have a poster man do it 
for you. You can often obtain 
the use of such boards for a few 
passes. = 

When sniping, that is, posting 
on building barricades, etc., al- 
low enough room between sheets 
to make reading possible but do 
not leave enough room for rival 
postings. Whatever you do, do 
not get into a poster sniping war. 


TEN TYPES OF AD 
COPY, WITH USES 


How many different kinds of 
copy can you write? Here are a 
few types that the expert copy- 
writer uses according to necessity. 

1. Reason why copy. Interest- 
ing and logical arguments in fa- 
vor of your product. 

2. Sentimental or emotional 
copy. An appeal to the heart 
rather than to the mind. 

38. Narrative or fiction copy. 
The message is told in story form. 

4. Dialogue copy. A variation 
of the narrative. 

5. Didactic or announcement 
copy. Statement of the message 
without elaboration or trimmings. 

6. Testimonial copy. Probably 
less often believed than any other 
advertising message. 

7. Colloquial or personal copy. 
Carries the tone of casual conver- 
sation. 

8. News copy. 

9. Humorous copy. 

10. Poster or car card copy. 

Don’t start using these classifi- 
cations just because you want 
variety in your ads. Some of 
these are better than others for 
different problems. Your choice 
of a definite type must depend on 
the individual problem—the indi- 
vidual message you are trying to 
convey. 


These photographs have been furnished by the Edison 


Planning Good 
Displays For 
Windows 


Preparing a good window dis- 
play is an art in itself. But as in 
the case of most arts, certain basic 
principles will give the layman a 
working knowledge of the most 
important elements for practical 
application. 

For one thing, the type of dis- 
play depends on the type of store, 
whether exclusive, middle class, or 
popular. 

Another thing to consider is ar- 
rangement. 

. Balance displays. 

. Build up displays. Flat trims 
do not attract. 

. Do not overcrowd. 

. Do not have too much empty 
space. 

. Connect price cards and ob- 
jects displayed with ribbons 
if necessary. 

Other things to bear in mind. 

1. Make the display characteris- 
tic of the store. — 

. Put human interest into the 
display. 

. Suggest use of articles shown. 

. Display related articles to- 
gether. 

. Plan your display ahead of 
time and get all your ma- 
terial together before start- 
ing to work on it. : 

. Keep a window notebook, 
jotting down ideas gained 
from other windows, trade 
papers, ete. 

7. Record the results of win- 
dows used in the past. 

Some principles of layout that 
apply to other media as well as to 
windows. 

1. Horizontal lines serve to in- 
dicate quiet, calmness, and 
rest. > 

. Vertical lines give impres- 
sion of reliabiilty, strength, 
and height. 

. Diagonal and oblique lines 
indicate emphasis, movement 
and action. Occasional breaks 
help hold interest. 

. Circles attract the eye and 
are therefore useful as eye 
catchers, but they do not re- 
tain interest. Circles and 
ovals, however, are prefer- 
able to squares and oblongs. 

. It is difficult to obtain inter- 
esting balance with only one 
type of figure. Curved figures 
are more interesting than 
straight lines. Stars, tri- 
angles, pyramids and cones 
are all pleasing 


EXECUTIVES LECTURE TO STUDENTS 


a 


Institutional 
Ads Build 


Business 


An appreciation of your thea- 
tre by the community as an insti- 
tution will be reflected in constant 
patronage. Institutional adver- 
tising helps build such an appre- 
ciation. Here are just a few in- 
stitutional items that can be sold. 
. Admission price. 

. Location of theatre. 

. Accessibility. 

. Seating comfort. 

. Fine quality of projection. 

. Fine quality of sound. 

. Organ or orchestra. 
Personnel. 

Ventilation. 

Starting. hours. 

Conveniences for the patron 
—check room, umbrella 
service, ete. : 

. Picture Product (Paramount 

Pictures). 

Cleanliness. 

. Equipment other than seats. 
. Stage talent. 


This is by no means a complete 
list but it gives you the idea. How 
about using it? 


ORGANS REQUIRE 
CONSTANT CARE 


Your organ is an expensive bit 
of property. Whether you use it 
or not, you must not neglect it. 
It should be inspected periodically. 

Rats and mice ruin an organ in 
a very short time. They nest 
most often in the console, attrac- 
ted by the glue and paste. If you 
find that yours is infested, get 
them out as soon as possible. It 
has been a common experience 
that organs not used for three 
months have been found in such 
poor condition that they could 
not be used again until they were 
completely overhauled at great 
expense. 

The use of camphor in large 
quantities will keep moths out of 
the felt and leather stuffings of 
the instrument. Japanese cam- 
phor will also keep mice away, 
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but the only sure preventative is 


to keep rodents out of the thea- 
tre. 

To play safe, have your organ 
inspected every month! 


USE YOUR PRESS 
SHEET PROPERLY 


Do you use your press sheets 
properly? 

Many of the press sheets are 
prepared while the picture is in 
the course of production. The 
copy in it is consequently more or 
less generalized and may have to 
be changed to suit local condi- 
tions. It is therefore important 
that every person using one be 
careful of the material he selects. 

ON NO ACCOUNT MUST THE 
MATERIAL IN THEM BE CLIP- 
PED AND GIVEN TO THE 
NEWSPAPERS AS CLIPPINGS. 
Papers will have little respect for 
that type of copy. Always have 
the stories taken from the sheet 
typewritten double-spaced as neat- 
ly as possible and forwarded to 
the paper as coming from you per- 
sonally. 


Two Training School _ 
_ Students Assigned 


The need for men in the field 


‘has caused two men in the mana- 


ger’s training school to be as- 
signed positions before the end of 
the course. They are Ben Green- 
berg and Rufus C. Speece. 
Greenberg, formerly of the Met- 
ropolitan of Boston, has been sent 
to the Paramount Theatre in 
Springfield, Mass. Speece will 
manage the Arcade Theatre in 
West Palm Beach, Fla. He was 
with Keith’s Georgia in Atlanta 
before he entered the school. 
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‘Street Of Chance’ 
Proves Sensation 
At Pre-View 


The following telegram was re- 
ceived by Charles E. McCarthy, 
Director of Public Relations for 
Paramount and Publix, from Arch 
Reeve, Paramount Publicity Direc- 
tor on the West Coast: 

“Street of Chance” is a Hit, 
it is even more important than 
that, for not only should it pile 
up big grosses, but it should 
also establish William Powell in 
the position to which his great 
ability entitles him. A rapt and 
enthusiastic audience at the 
Glendale preview on Monday 
clearly proved the picture’s ap- 
peal. It is a gripping drama, 
holding interest, building ter- 
rific suspense and ending in 
powerful, unusual finish. Po- 
well, playing big city gambler, 
makes the character a real man 

with both strength and weak- 

nesses, a man warmly sympa- 
thetic, yet ruthless, living dan- 
gerously, yet within strict code 
of gambling life. The entire 
supporting cast is splendid, with 
Jean Arthur, Kay Francis, Re- 
gis Toomey and Stanley Fields 
outstanding. John Cromwell's 
direction is excellent. All fac- 
tors of production merge into 
one dramatic whole which is 
pervaded with a flavor and spir- 
it not unlike that intangible 
quality which made ‘“Under- 
world’? such a smash hit. Re- 
member that when ‘Under- 
world’? was released, Bancroft 


was unknown, while today Po- 
well is already a substantial box 
office magnet. My personal 
opinion is that this picture 
easily deserves special handling 
and should get a Rivoli or Ri- 
alto booking as it will have par- 
ticularly great appeal in New 
York. You can probably guess 
that Iam sold on this one. I am, 
Arch Reeve. 


Get Started Now On 
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SWEETS SELL ‘SWEETIE’ 


Here are exhibits from the smashing campaign which Art Schmidt 
in Detroit. 
culminated in the “Sweetest Day,’ when Detroit orphans were guests 
at the Paramount theatre to see Nancy Carroll in “Sweetie.” 


engineered for “Sweetie” 


ae for Candy Week 


OW RETIN’ — This is Candy Week. 
next Saturday in “Sweetest Day” when Detroit orphans will) 
be guests at a party at the Paramount Theater to see Nancy } 
Carroll in “Sweetle.” 


A tieup with Candy Week 


It will culminate 


TALENT ENLIVENS | 
THEATRE LOBBIES 


Enlivening the lobbies of the- 
atres for benefit of ‘“‘standees,’’ by 
using ‘‘live’ talent singers, 
pianists, instrumentalists, etc., in 
addition to colorful posters, is 


“Vagabond King’’ Songs 


Every radio station and ball- 
room ought to be playing ‘‘Only A 
Rose” and ‘‘The Song Of The 
Vagabond,’ with announcements 
that they’re the hits of “The 
Vagabond King’’ which comes to 
your theatre in February. That 
haunting, rememberable music 
will sell a lot of tickets for you if 
you launch it early enough, and 
tie it up definitely. 


Members of theatre staffs of all of the 
plaque to A. J. Balaban, one of the founde 
from Chicago to take charge of the Stage a 
beloved great men, in the industry, 
spirit that is echoed by everyone in 


successfully developed throughout 
the circuit. 

“Of course there are theatres 
so constructed that the ‘live’ 
talent would conflict with the 
sound in the theatre auditorium, 
and in such cases, of course, it is 
not practical,’ says David J. Chat- 
kin, General Director of Theatre 
Management. 


Local talent is being used suc- 
cessfully in many theatres, and 
developed to such a degree of 


popularity as to become powerful 
box office lure. In Boston several 
“lobby” acts have developed the- 
atre-following to such an extent 
as to warrant being used on the 
stage also. 


“Applause” Song Best 
Seller on the Discs 


“What Wouldn’t I Do For That 
Man,” song hit from ‘‘Applause,”’ 
is reported on the best seller list 
by the Columbia Recording Com- 
pany. 

The song has been released un- 
der No. 1989-D, played by the 
Charleston Chasers, and No. 1998- 
D, sung by Ruth Etting. Might 


prove helpful to mention the song 
in newspaper ad copy. 


and the token of appreciation given by his 
Publix who has hid the privilege of knowing him. 
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MEMENTO FOR A. J. BALABAN 


Publix-Balaban & Katz theatres recently presented a_ beautiful 


rs of the Balaban & Katz theatres, 
nd Short Subject Production Department. “4.J.” is among the most 


who recently came to New York 


Chicago associates denotes a 
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SELLING “THE LAUGHING LADY” 


By Russell Holman, 


Advertising Manager, 


view it. Audiences are going to 


Names are Ruth Chatterton 
“Madame X,” the sinning lady 


ING LADY” 
Or group the two names: 


The story? 


paper reporter. Her husband, 
for divorce. Brook, as his 
the custody of the child. 

nearly nuts. 
ons determined to vamp 


ruin him as he did her. Brook 


venge complete. 


engaged pair. 
view audiences. 
Selling angles? 


SCANDAL! etc. 
Sell the stars; 


adult, sophisticated lovers. 
Copy: She laughed 
of society, but in the 


Society branded her 


Men! 
dangerous kind of all! 
Her reputation ruined, her 


and see and be thrilled. 


The picture is based upon 
same name by the w. k. British 
Schertzinger directed. 

Merchant tie-up: With any 


happy, Laughing Lady. 


—— 


| 

A good show. You'll recognize it as such when you pre- i 
{| 

drama with liberal dashes of love and comedy. 
Here’s a hunch on selling Chatterton: The fighting lady in 


loving lady in “Charming Sinners’’—now she’s “THE LAUGH- 


in her greatest role of all. 
RUTH CHATTERTON as THE 


LAUGHING LADY in love with CLIVE BROOK. 
Talking Screen’s Two Most Polished Performers—Together! 
(If you can forget Bill Powell for a minute.) 
Chatterton is a i 
smart beach hotel because of a scandal with a husky life guard. | 


She is wholly innocent, a victim 


bank merger and fearful of the effect of the scandal, sues her 
lawyer, wins him the divorce and 
Losing the kid drives Chatterton 
She goes after Brook with all her woman’s weap- 
him into a compromising 


The big vamp scene goes through on schedule, with the tab 
photographer shooting the warm clinch and Chatterton’s re- 
BUT she finds she loves Brook. 
things by proposing marriage and ’phoning the tab editor to 


send the photographer back for a REAL 
A comedy touch at the end that convulsed pre- 


Obvious possibilities in fake tab newspaper 
with photos of Chatterton and Brook and the life guard, who is i 
Nat Pendleton, ex-wrestling champ. 


Brook and Chatterton. 
gether before in “Charming Sinners.” 


at death, 
face of an overpowering love—! 


is the angle followed effectively in the trailer.) 
an outcast and she laughed at them! 


But “The Laughing Lady” found she couldn’t laugh at love! 
Look out for The Laughing Lady! 


man she loved turned her enemy—why did she laugh? Come 
“You branded me bad and made me an outeast! 


newspaper will print the picture of you here in my arms! 


how good you are at explaining that!!” 
the famous stage drama of the 


The Laughing Lady trades at Schultz’s. 


Paramount Pictures 


be happy over it. It’s red meat i 
and Clive Brook. Hl 
in ‘“‘The Doctor’s Secret,” the 


Or: The 


society wife thrown out of a 


of an over-zealous tab news- 
slated for the presidency of a 


position’ and i 
falls sincerely in love with her. 
He fixes 


clinch photo of the 


Headline like SOCIETY i 


Well known. To- 
They’re a swell team of a 


she laughed at the conventions 
(This 


She’s the most 


child torn from her arms, the ij 


Now every 
See FH 


dramatist, Alfred Sutro. Victor H 


store selling to women. Copy: 
That’s why she’s the 
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MUSIC NOTES 
Lou Breese opened as master of 
ceremonies at the Saenger Theatre, 
New Orleans, on December 20th, 
and Dave Rubinoff began a five 


weeks engagement there as guest 
pit conductor on the same day. 


Con Maffie, organist, has been 
transferred from the Denver Thea- 
tre, Denver, to the Paramount 
Theatre, Omaha. 
in Denver by Billy Muth, formerly 
of the Palace Theatre, Dallas. 
Johnny Winters, former organist 
at the Capitol Theatre, Cedar Rap- 
ids, took Muth’s place in Dallas. 


Alex Keese, formerly at the Met- 
ropolitan ‘Theatre, Boston, has 
been assigned as pit conductor at 
the Palace Theatre in Dallas. 


Herbie Koch, organist, has been 
transferred from the Paramount 
Theatre in Omaha to the Para- 
mount Theatre in Des Moines. 


Billy Meyers, the new master of 
ceremonies at the Paramount 
Theatre in Omaha, is being very 
well received. 

Harold Ramsay is making a sen- 


sational success as organist at the 
Minneapolis Theatre in Minne- 


apolis. 
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He was replaced | 


AROSY TIE-UP | | 


A combination florist and 
telegraph company tie-up netted | 
Les Kaufman of Publix-Balaban " 
& Katz more than one hundred 
windows and some newspaper 
space in addition for “The Kiss” 
at the Chicago Theatre. A wire 
from Greta Garbo, ordered a j 
basket of roses sent to the the- i 
atre for the premiere. An en- | 
largement of the telegram was | 
placed in all Postal windows, | Hl 
the florist furnished a special H 
window display, and by sending 
the basket to a home for crip- i 
pled children, the special news- 
paper feature, also reproduced, i 
was obtained. i 


from h 
40 be sent for the ane 


6 


MINISTER RAPS|( QRumMING UP TRADE 


THOUGHTLESS 


For the opening of that boisterous comedy of marine life, “The 


Cockeyed World” at the Paramount Theatre, Cedar Rapids, Ia., Man- 

CENSO RS ager Harry Herman invited the American Legion Drum Corps to at- 

tend in a body. The members marched to the theatre in uniform with 

—— drum sticks flying. They worked the first part of the evening as a 

Motion pictures are the greatest ballyhoo in front of the Paramount. It’s a good ballyhoo on any 
and most ideal forms of rest and attraction. 


recreation, according to Dr. Burris 
Jenkins, prominent minister of 
Kansas City, who, at the Sunday 
morning meeting of his Bible 
Class criticized the censor board 
of that town as being inadequate 
to pass on the pictures intended 
for the enjoyment of the entire 
community. 

The censor board of Kansas 
City consists of three elderly 
ladies whom Dr. Jenkins referred 
to as ‘“‘bachelor, unmarried women 
who should not be permitted to 
pass judgment on motion pictures | 
or what the community should 
see.’”’ He laid particular stress 
upon the fact that if he went into | 
a show and the picture was in any 
way offensive, he could leave, just 
as he could turn off a radio pro- 
gram that did not particularly ap- 
peal to him, and get something 
that did. The whole talk was 
broadcast over the local radio sta- 
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tion. 

Thirty-four members of the 
Publix-Newman and Royal thea- 
tres were present at the meeting. 
District Manager Louis Finske 
and Manager George S. Baker, of 
the Newman, felt that the spirit 


of the meeting would be invalu- The following are the latest 


the Newman theatre took out 25 hits in Paramount pictures: 
memberships in the class. This re- 


ceived a tremendous amount of Es : 
favorable comment from the sup-| 22192 ae “Ain tcha”’ — (from 
porters of Dr. Jenkins’ Sunday “Pointed Heels’’). 


By Helen Kane—voeal. 
22192—“‘I Have.to Have You’’— 
(from ‘Pointed Heels.’’) 


Paramount Completes By Helen Kane—vocal. 


aa | 22194—“‘My Sweeter than Sweet” 
Its Second Talkartoon (ee ee 


ae By Leo Reisman and Orchestra. 
What should be a worthy suc-|22149—‘‘What Wouldn’t I Do for 


Morning Class. 


eessor to the first Talkartoon, that Man” (from “Applause” 

‘“‘Noah’s Lark,’’ has just been com- and “Glorifying the American 

pleted and titled ‘‘ Marriage Cink) 

Wows.” ‘This subject treats in By Helen Morgan—Vocal. 

characteristic cartoon ee the COLUMBIA _ 

pee Of two Mippenolam =| 9944-D=Phéy All Fall in Love” 
The drawings were made by (from “The Battle of Paris.”) 


Max Fleischer and the entire sub- By Will Osborne and Orchestra. 
ject directed by Dave Fleischer, |9943-p——‘«He’s go Unusual’ — 


the two who are responsible for (from ‘“‘Sweetie.’’) 
the famous Paramount song ¢ar- By Fred Rich and Orchestra. 
toons. — 2010-D—‘“My Sweeter than 


Sweet’’—(from ‘‘Sweetie.’’) 
By Ipana Troubadors—instru- 
. mental. 

FREE SP ACE 1984-D— “My Love Parade’ — 
: (from ‘‘The Love Parade.’’) 


By Columbia Photo Players— 


Here are specimens of news instrumental. 
siories which Manager C. B. 1984-D—“‘Dream Lover’’ — (from 
Craig of Gloucester, Mass., ob- “The Love Parade.’’) 
tained in the Daily Times with By Columbia Photo Players— 
his Christmas campaign at the instrumental. 
Publix Strand. Theatre. Prizes 1998-D — “What Wouldn’t I Do 
were awarded in the “shop For That Man’’—(from ‘Ap- 
early” drive and city firemen plause”’ and ‘‘Glorifying the 
sponsored a Christmas party for American Girl.”’) 
700 children. By James Melton—vocal. 

BRUNSWICK 


4533—‘‘He’s so Unusual’’—(from 
“Sweetie.” ) 
By Vaughn de Leath—vocal and 
instrumental. 
4629 — “My Sweeter than Sweet” 
(from ‘‘Sweetie.’’) 


GIFTS GALORE — 
BROUGHT TO THE 
STRAND THEATRE 


Over 700 Attended Performance, Admis- 
sion for Which Was a Contribution to 
the Firemen’s Kiddies’ Christmas 


Helen Morgan Song 
Plugged By Victor 


‘Some 760 children responded. to the intylgue them, 
4 gcacieus invitation of Manager Craig cess BS 
of the Strand theatre this mozning to 45 

aitend a theatre performance apg 


Ever since Helen Morgan’s suc- 
cess in the Ziegfeld stage produc- 
tion “Show Boat,’’ the Victor 
Talking Machine Company has 
held her under an exclusive re- 
cording contract. This company, 
ever proud of this Paramount 
star, gives her and her latest song 
hit a fitting write-up in their De- 
cember catalog of phonograph 
releases. 


BAND BOOMS PICTURE 


A high sehool drum and bugle 
corps, recruited by Manager Dick 
Gaston, helped to _ advertise 
“Sweetie’’ at the Publix Casino, 
Marshalltown, Ia. The band, on 
a flat bottom truck, was hauled 
through the city, attracting atten- 
{tion to a ‘Sweetie’ float which 
‘| followed closely behind. 


icriginal one. 
he firemen 
we: Moses Luft! 


LATEST PHONOGRAPH RELEASES 
OF PARAMOUNT SONG HITS 


By Jesse Stafford and Orchestra. 
able in the future and, as a result,|phonograph discs of the song | 4629—‘“The Prep’ Step’ — (from 


“Sweetie.” ) 
By Jesse Stafford and Orchestra. 


Copy Index! 


Despite repeated injunc- 
tions, some readers of PUB- 
LIX OPINION seem to be- 
lieve that there are legiti- 
mate occasions for clipping 
parts of the publication. No 
parts of it, not even the in- 
dex, are to be cut out. The 
issues should be filed from 
week to week because the 
suggestions which may not 
be applicable at the moment 
may be put to use at a fu- 


Been Dee Dee ee 


Tt he oo ee ee esr 


ture date. You cannot get 
back numbers! 


It might prove helpful, 
however, to have the index 
on the last page copied and 
kept as a permanent index. 
By putting the date and 
volume number on this copy 
it will be easy for you to 
refer to the unmutilated 
copies of PUBLIX OPINION 
that you have saved. 
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A GOOD GAG! 


Manager Will Winch of the Pub- 
lix Fair Theatre, Amarillo, Tex., 
tied up with the two local news- 
papers for a daily one column lay- 
out on the front page of each pa- 
per, enumerating the number of 
shopping days left before Christ- 
mas. Underneath a shopping. car- 
toon, appears the following copy: 
Shop early and watch this space 
for your name. One ticket given 
daily to the Fair Theatre. To- 
day’s ticket is for Dea Caldwell 
who will see ‘On With The Show.” 


Carol Singers 
Always Bring 
Good Will 


-men’’——and to theatres that take 
advantage of the fact that there is 
nothing more impressive on Christ- 
‘mas Eve than Christmas Carol 
singers. Remember this next year. 


The suggestion comes from Ma- 
deline Woods, who writes, “have 
gained good will and publicity 
that counts by making it a custom 
to send an attractive open touring 
car into the residential sections 
on Christmas Eve containing a 
trumpeter and trio of carol sing- 
ers.’ 


Have the car start out about 
5:30 p. m. and traverse the resi- 
dential section making intermit- 
tent stops in every block. On each 
side of the car have an illuminated 
sign extending “CHRISTMAS 
GREETINGS FROM THE PUB- 
LIX THEATRES.” 


The signs can be constructed 
easily and cheaply in the “‘shadow 
box’’ manner with the greeting 
painted on transparent cloth. Cur- 
rent for the inside lamps is fur- 
nished by a ‘‘hot shot’’. battery.’’ 


LAKE FOR SMITH 


Clint Lake has been assigned 
as manager of the Tivoli, Chatta- 
nooga, Tenn. and also manager of 
that town, succeeding Floyd 
Smith. 


MEET THE BOYS! 


To promote acquaintance, respect and mutual understanding of the splendid individuals who comprise 
Publix, these one-minute biographies are offered. They're not printed as vanity ticklers for the showmen 
here portrayed. We want the photo and biography of everyone in Publix. 


LEONARD A. DUNN 


A manager who has studied 
audiences and their reactions, for 
many years, 
both from the 
pit and —the 
Staal aOs, is 
Leonard A. 
Dunn of the 
Federal The- 
atre, Salem, 
Mass. 

When Dunn 
left Middle- 
bury College, 
Vermont, he 
obtained a job 
at the Strand, 
lynn, Mass., 
as cellist 
with the pit 
orchestra. 
Other musi- 
eal engage- 
ments he has 
had have 
been at the 
4 ab peat 02 Tee) O heel as ak Seer 
oe 

é1 th s~ in 

L. A. Dunn Portland, Me. 
and the Olympia, Lynn. For the 
past few years, he has been in 
vaudeville, doing a two man 
comedy skit with Jimmie Mack, 
under the name of Dunn and 
Mack. 


MAURICE M. CORKERY 


Although Maurice M. Corkery 
has been in the theatre business 
for a compa- 
ratively short 
time, his 


athe Allston, 
| Allston, Mass. 


Pm 9225: 
Corkery got 
his first taste 
of the theatre 
as chief door- 
man of the 
Metropolitan 
in Boston. A 
few years 
later he was 
promoted to 
assistant 
manager of 
that house, 
pale having 
M. M. Corkery O t : e e Jobe 
there. Recently he was promoted 
to manage the Allston, his first 
managerial assignment. 

Corkery is a graduate of 
Rindge Tech and is a World War 
veteran. At the American Legion 
Conventions at Marblehead and 
Salem (1925-27) his sketch “The 
Evolution of America,” won first 
prize. 


E. A. PHILLIPS 


E. A. Phillips’ initial venture 
in the theatre business was in 
S<e=0 totes 
Wash. in 
Ode ea Se am 
ndependent 


his — organi- 
ation, Phil- 
elips acted as 
La -S-3-18-t ant 


: Fargo, N. D. 

EK. A. Phillips to open that 

theatre and manage it. Phillips’ 

_ present managerial assignment 

is at the Moorhead Theatre in 
Moorhead, Minn. 


J. N. SNIDER 


J. N. Snider was one of the 
first motion picture theatre opera- 
tors in Pitts- 
burg, Pa., be- | 
ine a= part 
owner of the 
Idle Hour 


theatre, on 
the ground 


became ae 
ae tant. dramatic 
J. N. Snider critic of the 
Pittsburg Dispatch, where he re- 
mained for a number of years. 
His first managerial experience 
was with the Miles Interests in 
Detroit, where he remained for 
about eighteen months in the 
Miles Theatre. Later he became 
manager of the Empire Theatre 
in Lewiston, Me., where he re- 
mained for five years. Then he 
came to Boston and was ap- 
pointed manager of the Para- 
mount in Newton, Mass., his 
present assignment.. 


GEORGE D. IRWIN 


George D. Irwin has been in 
the show business for nearly 
twenty years, 
in every -ea- 
pacity from 
usher to 
manager. 


Irwin was 
assiociated 
with Finkel- 
stein and Ru- 
ben for three 
years as 
manager of 
Che Poa rk; 
Brainerd, 
Minn., before 
he left. to 
manage va-- 
rious theatres 
for McCall- 


tractions, Inc. 
in Minneapo- 
LSet 
Duluth and 
Milwaukee. 
He ‘remained 
G. D. Irwin with this 
company for 
five years and then affiliated 
himself “with the W. S. Butter- 
field Theatres, as manager of 
numerous theatres in Michigan. 
He was recently assigned to 
apa the Lyceum, Brainerd, 
inn. 


GUS S. EYSSELL 


theatre,’ Hys- 
# Sell went to 
the Royal, in 
the same 
— town, in the 
= capacity of 
| manager. 
oe in 9:9 5: 
Hyssell left 
Kansas City 
G. S. Eyssell and went to 
: Los Angeles 
to work in the Million Dollar 
Theatre, where he remained for 
two years before he was trans- 
ferred to the Paramount, former- 
ly the Metropolitan, as assistant 
manager. On March 15, 1928, he 
was promoted to manager, : the 
position he now holds. a 


“Peace on earth, good will to 
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EX-B&K ‘GRIP 
NOW WIZARD 
OF LIGHT 


Perhaps no company, in any 
line of commercial endeavor, has 
furnished so many outstanding 
successes in its own, and closely 
affiliated industries, as Balaban 
and Katz. Prominent among 
them is Roscoe H. Major, presi- 
dent of the Major’ Electrical 
Equipment Co., Chicago, consult- 
ant lighting engineer for Publix, 
and one of the greatest authorities 
on theatre lighting in the world. 

Major started his theatrical 
career aS a stage hand in Balaban 
and Katz’ old Circle Theatre in 
Chicago. Fascinated by the mys- 
terious effects that could be ob- 
tained from the play- of light, ‘Ma- 
jor made an intense study of this 
branch of the theatre. It was not 
long before, by dint of painstak- 
ing theoretical study and careful 
observation and experimentation 
at the theatre, he became an ex- 
pert in that field. Then came his 
great chance. Balaban and Katz, 


always believing in giving their 
own men a ‘‘break’’—which later 


Roscoe E. Major 
developed into the Publix ‘‘Pro- 
motion From Within” policy—en- 
trusted their former stage hand 
with the job of drawing up the 
plans for lighting ‘‘the world’s 
greatest movie house.” This was 
the Tivoli Theatre. 

His First Chance 

In an empty dressing room 
back-stage of the Circle Theatre, 
Major started to work. A young 
man of 31, with 12 years of light- 
ing work behind him, including a 
job as stage manager of the old 
La Salle Theatre and some nice 
theatre lighting creations, he felt 
confident of his ability to lay-out 
-a masterpiece in theatre-lighting 
for the greatest show-house ever 
built. Here was his chance. Yet, 
there was a fly in the ointment. 
Like everyone else at that time, 
Major didn’t believe the theatre 
would ever be built. Balaban and 
Katz had only been in business a 
short time and, although they 
were doing nicely, where did they 
get the nerve to think of build- 
ing ‘“‘the world’s greatest movie 
house!”’ 3 

Unhindered by the considera- 
tion of cost and other practical 
draw-backs (since the theatre 


would never be built anyhow) 


Major let the artist in him en- 
joy full sway and, in an orgy of 
unhindered creation, set to work 
on his masterpiece, indulging his 
passion for utilizing the decora- 
tive resources of lighting, in deft 
touches and lots of color—mostly 
green, for he loved that shade. 


f 
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| electric 


i hoist sandbags 
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Important ! 


Be Specific In Ordermg 
Trailers! 


With the advent of sound 
and the necessity of screen 
masking, different lenses or 
other possible devices in con- 
nection with the use of 
movietone film, it is now 
vitally important that dis- 
trict and house managers 
specify their exact require- 
ments in their orders_ for 
screen leaders, ‘‘ends,’’ date 
leaders and special trailer 
announcements of every 
character. Be specific as to 
whether you want movietone 
width or full width, the 
number of prints required 
and the color. It is under- 
stood that amber prints will 
be delivered unless other 
color is ordered. Let’s elimi- 
nate the guesswork at this 
end, save a little money and 
avoid a lot of grief. All 
erders for this service 
should be addressed to S. D. 

Palmer, Home Office. 
| 


IIT TT 


D 


| 


UIT TTT TTT 


III EAT ATT 


ATA 


VUUNUUUNUUTUA SAULT 


= 


1 


all 


The rest of the 
known. The Tivoli Theatre was 
built, exactly according to his 
plans, and the former stage hand 
found himself famous. 


Work in Demand 


Since that time, he has lighted 
several other ‘‘world’s greatest 
theatres’”’ both in this country and 
abroad. He has laid out the 
lighting plans of every Publix de 
luxe theatre. He went into busi- 
ness for himself and his electrical 
equipment was in demand ali 
over the world. Wherever a great 
opera house or theatre or public 
building of unusual elegance is 
constructed, inevitably, 
one channel or another, the word 
spreads that Roscoe EH. Major is 
the man to get hold of to lay out 
the job. As a result, spotted over 
the surface of the entire globe, 
are monumental symphonies of 
illumination housed in 
magnificent palaces, which bear 
testimony to the genius of the 
former stage hand who used to 
in Balaban and 
Katz’ Circle Theatre. 

Major’s domestic happiness, like 
his business success, started at the 
Circle. For Mrs. Roscoe E. Ma- 
jor used to be the organist at that 
theatre when he was toiling with 
his plans in the back-stage dress- 
ing room. A romance started and 
they married. They have five 
children. 

Their home at 2600 Wilson 
Avenue, Chicago, is a marvel of 
decorative beauty, for the most 
part effected by the wizardry of 
electric light. It has 215 outlets, 
280 lamps, and a total connected 
load of 8,285 watts, switches at 
both the front and back doors 
which turn on lamps in every 
room of the house and push but- 
ton switches in both the master 
bed-rooms to do the same. It is 
a veritable house that light built. 
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- depend upon theirs. 


our tasks enjoyable. 


HOME OFFICE DEPARTMENT! 


Here is the fifth of a series of stories about Publix Home Office 
Department personalities who depend upon your effort, just as you 
To know and understand each other’s person- 
alities and problems will lighten the burdens of everyone, and make 
For this reason, PUBLIX OPINION is devoting 
‘an important part of its space to these brief biographical sketches. 


MORRIS GREENBERG 


Supervisor of Construction 


Official curiosity equipped Mor- 
ris Greenberg for his work in su- 
pervising the activities of the Pub- 
lix construction and maintenance 
departments. That curiosity was 
required of him in his capacity as 


NOVEL ‘OH, YEAH’? BALLY 


“Si”? Latta, shown in the “road duster” here, is chief projectionist 
for the Skouras-Publix theatres in Indianapolis, but he’s a great aid 
to the Advertising Department, as well. To be convinced of this one 


has only to look at his car. 


It was adorned with these “Oh Yeah” 


stickers for two weeks prior to the opening date of the picture at the 


Yndiana. 


and Maintenance Depts. 


eost accountant in charge of ap- 
proval of expenditures for the Bal- 
aban & Katz organization in Chi- 
cago. 


When Mr. Greenberg joined B & 
K five years ago all of his previous 
experience had been in the cloth- 
ing industry. It was a varied ex- 
perience, to be sure, and not con- 
fined to either the manufacturing 
or selling phases of the industry. 
Although he had begun at the bot- 
tom—and could make a suit of 
clothes today if he tried——he had 
qualified as an expert production 
engineer and cost accountant be- 
fore he quit the business. 


First Theatre Job 


His association with B & K was 
his first contact with the theatre. 
After some scattered preliminary 
work in cost accounting and bud- 
get preparation, Mr. Greenberg 
gradually rose to a post where he 
was approving all expenditures in 
all departments of the B & K ope- 
ration. This contact with details 
of the various unit activities fami- 
liarized him with all branches of 
theatre operation. 


Transferred East 


He thus acquired a general 
knowledge which enabled him to 
assist materially in the organiza- 
tion of the B & K construction de- 
partment which functioned so effi- 
ciently that he was transferred to 


‘VAGABOND KING 
TO GET FULL 
PAGE AD 


On January 25, 


Technicolor 


i will run a full page ad in the 


Saturday Evening Post, on “The 
Vagabond King.” By that time 
you’ll know your playdate for this 
attraction, so you ought to be able 
to make an arrangement with 
your local newsdealers to permit 
you to rubber-stamp on each copy, 
the information that it’s coming to 
your theatre on whatever the date 
happens to be. 

Maybe he'll let you insert a 
special small flat herald. Many 
Publix theatre Managers report 
that it’s easy to do either or both 
of these things, and that it’s done 
once a month. Ushers take care 
of the job, and a few passes makes 
it easy to get the privilege. It 
gives you the full local benefit of 
the local circulation of that great 
magazine, and only costs the ef- 
fort involved. 

After you’ve done it for the 
Technicolor ad, you can repeat it 
on the page-ads that Paramount 
is buying. The next issue of PUB- 
LIX OPINION will tell you the 
date and page number of the 
Paramount “Vagabond King” ad. 
Watch for it. 


RADIO STATIONS 
OPEN TO PUBLIX 


Announcement is made by A. 
M. Botsford that every radio sta- 
tion in the Columbia chain has 
been instructed to permit local 
Publix theatre advertising man- 
agers to intepolate a brief an- 
nouncement of coming pictures, 
etc., during the Paramount-Pub- 
lix hour. 

This is a big privilege, and af- 
fords great opportunity for ticket 
selling publicity. Write out your 
announcements and get friendly 
with the station announcer, so 
that he’ll make them in a manner 
beneficial to you. 


Another Manager Finds 
Local News Shots Good 


Good use of moving picture 
photography for a local event was 
achieved by C. Frederick, manager 
of the Capitol Theatre of Pitts- 
field, Mass. 


On Thanksgiving Day a cham- 
pionship football -game between 
the two local high schools was the 
talk of the town. The Walk-Over 
Shoe store was sold the idea: of 
paying for the cost of motion pic- 
tures of the entire game played be- 
fore a crowd of 5,000. Good shots 
were obtained of the game, street 
parades of both teams, the mayor 
and city officials, ete. These shots 
were shown for several days. 


New York eight months ago for 
similar work in connection with 
the entire Publix circuit. 

Mr. Greenberg was born in Rus- 
sia some thirty-five years ago. He 
came to the United States at the 
age of nine and received his educa- 
tion in the Baltimore _publice 
schools. It was in Baltimore that 
he began his association with the 
clothing industry, an association 
which did not terminate until he 
had acquired a wide technical 
manufacturing experience, had fa- 
miliarized himself with general ac- 
counting practice and had special- 
ized in the more involved field of 
cost accounting. 


Natural Executive 


His associates know that he has 
a natural gift for administration 
work and that his ability as an 
executive alone amply qualifies 
him for his post. 

Mr. Greenberg das not concen- 
trated upon cost sheets, contracts 
and budgets to the exclusion of 
other interesting subjects. Litera- 
ture is one of his hobbies and he is 
remarkably well informed upon 
the topic. In addition, he is an 
amateur sculptor and a devotee of 
music. 
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PUBLICITY MAN 
WINS UNUSUAL 
PROMOTION 


Myron Shellman, former dis- 
trict publicity manager of Spring- 
field, Mass. was recently promoted 
to the district managership of 
New York State. This is one of 
the rare occasions, in the history 
of Publix Theatre, that a publicity 
man has been promoted to a dis- 
trict manager. 


After a varied career, which be- 


gan when he graduated from busi- 
ness college, Shellman joined the 


Marlow Music Company to handle 
their sales and advertising in 
northern California, after having 
spent a number of years in num- 
erous orchestras as a drummer. 
While in the employ of the Mar- 
low firm, Shellman effected an 
excellent tie-up on Paramount’s 
picture, ‘‘The Covered Wagon,” 
which prompted him to resign 
from the music company and as- 
sociate himself with the picture 


Myron Shellman 
corporation. Given the added 
advantage of working for such a 
large company, Shellman made 
the best of opportunities afforded, 
by studying advertising and ex- 
ploitation under the able guidance 
of Herman Wobber and also as- 
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sisting him in the handling of the 
first ad-sales coach on the coast. 


Becomes Manager 


Shellman later was assigned to 
Charlotte, N. C., as exploitation 
representative where he remained 
for a short time before he went to 
Atlanta in 1925 to assist Harry 
Ballance. When the Atlanta ex- 
ploitation department was abol- 
ished, Shellman accepted an offer 
to manage three small theatres in 
Sebring, Florida, but resigned six 
months later when George Weeks 
hired him to supervise the open- 
ing campaign on “Old Ironsides.”’ 


The U. S. Navy yard in Boston, 
Mass. was used as Shellman’s 
headquarters to sell miniature re- 
productions of that gallant old 
ship. The proceeds of the sales 
went towards the ‘‘Save Old Iron- 
sides Fund,’ which was originated 


you plant stories on them. Did 
pages 6 and 7.) 


Park, Kensington and Bailey the 


PRE - OPENING DISPLAY 


Entire Main Street window of the Wurlitzer store in Buffalo show- 
ing large console of Wurlitzer organ to be placed in the Publix-Shea’s 
new Seneca Theatre which opened Christmas Day. Advantage was 
taken of the opportunity to plug Henry B. Murtagh, organist at 
Shea’s Buffalo, by using photos showing Murtagh explaining various 
parts to one of the Publix dancing girls. 
same that were used for the opening of the Brooklyn-Paramount The- 
atre and re-printed in PUBLIX OPINION with the suggestion that 


After two weeks on Main Street, the entire display 
was moved to a location near the new theatre. 

Shea’s Seneca is the largest community theatre in Buffalo. It will 
be managed by Robert T. Murphy, former manager of Shea’s North 


(These photos were the 


You Do It? See Vol. II, No. 41, 


atres. 
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BOSTON SELLS ‘DISRAELI 


These are specimens from the advertising compaign which brought extraordinary business to the Publix 
Metropolitan Theatre in Boston with ‘Disraeli,’ starring George Arliss. 
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by A. M. Botsford, present general 
director of advertising and pub- 
licity for Publix Theatres. This 
stunt proved so successful and 
was so well handled that in Aug- 
ust, 1927, when Shellman left the 
Navy yard, he was appointed 
Senior Grade Lieutenant by Sec- 
retary Wilbur. 

On December 15, 1928, after 
Shellman had operated a small 
neighborhood theatre for one 
year, J. J. Fitzgibbons gave him 
the task of defeating the proposed 
10 per cent tax on amusements 
that was being presented in the 
Vermont legislature. Shellman, 
with a strategic campaign, de- 
feated the bill. Since then he 
has been in the ranks of Publix, 
aiding in the opening and re-open- 
ing of theatres and also in the 
exploitation of picture premieres. 

Upon receiving his district man- 
ager’s appointment, he said, “I 
feel that I owe this opportunity 
to the schooling given me by 
E. A: Cuddy, my district manager 
and also to PUBLIX OPINION, 
because of the many ideas it has 
given me.” 


NEW ASSIGNMENTS 


Robert J. Boyle has assumed 
management of the Park Theatre, 
Rockland, Me. relieving J. J. 
O’Hara, who returned to the 
Strand, Rockland as organist. 

Harry Browning, formerly man- 
ager of the Uptown, Boston, and 
publicity representative for the 
Washington and Uptown Theatres, 
has become exploitation represen- 
tative of the Metropolitan in the 
same city. <A. E. Fowler, form- 
erly of the Fenway, Boston will 
manage the Uptown. Mr. Harri- 
son will replace Fowler at the 
Fenway. 

A. E. Hamilton, former man- 
ager of the Broadway, Springfield, 
has been assigned the manage- 
ment of the Strand Theatre, 
Yonkers. 


PARADE OF TRUCKS 
FOR “THE MIGHTY” 


A Mack truck agency and a local 
brick dealer aided Manager Al 
Weiss, Jr., in the exploitation of 
“The Mighty,’ at the Publix 
Florida, Jacksonville. 

The truck laden with brick and 
bannered with copy about the pic- 
ture, drove through the crowded 
streets of the town. All those 
guessing the correct number of 
bricks on the truck, received pas- 
ses. 


Block and Sully Make 
An AIll-Talking Short 


Block and Sully, a veteran vau- 
deville team who have played all 
of the big time circuits, are being 
directed in an all-talking short 
subject by Monte Brice at Astoria. 
Their screen vehicle was written 
for them by Brice. Harry Short 
is featured in support of Block and 
Miss Sully. 


THANK PUBLIX 
FOR DRIVE 


Not only did the 
and-send-early’ campaigns 
launched in every Publix city 
have the desired effect of helping 
the box office, but it has also 
earned the gratitude of the United 
States Post Office department in 
scores of cities, according to let- 
ters received ‘by PUBLIX OPIN- 
ION from theatre managers and 
advertising managers. 

The idea was launched as part 


“shop- 


of the ticket selling DECEMBER 


DRIVE. The drive itself was for 
the purpose of getting a running- 
start on ticket selling effort that 
would overcome the annual 14- 
day pre-Xmas box office slump. 
By spreading the shopping rush 
over four weeks, instead of the 
customary two weeks, time for 
theatregoing was made available. 
A natural additional result was 
that the burden of clerks, mail- 
carriers, and other Xmas workers, 
was considerably lightened, there- 


|by creating much good will for 


local Publix theatres. 

In nearly every case, the thea- 
tres benefitted in addition by 
getting easy access to window 
tie-ups that would not otherwise 
have been possible. Postmasters 
also permitted letter carriers to 
distribute unstamped  theatre- 
heralds that carried the shop-and- 
send-early message! 

Thus 1929 saw two great Amer- 
ican national headaches cured by 
Publix. 

The first one was making Hal- 
loween ‘‘safe and sane,’ and now 
Publix’ aid in removing the hard- 
ship of Christmas shopping has 
resulted in making the holiday 
season a vastly more cheerful one 
to millions of people. Both of 
these efforts were accomplished 
without cost to Publix, and with 
great benefit to all concerned. 
Therefore, PUBLIX OPINION 
hopes they will be annual events 
in Publix theatres. 


CREATING GOOD WILL 


entire mailing list. 


We 
SZ 


REPRESENTATIVE PUBLIX 
THEATRES 


P, 
-METROPOLITAN 


gbout the country. 


Always Look for a Publix Theatre! 
—it’s the BEST Entertainment 


PUBLIX THEATRES CORPORATION—SAM KATZ, President 


Tw STRAND isa splendid example 
He of the type of theatres that com- 
prise the nation-wide chain of PUBLIX 
Theatres. Their combined resources 1n 
finance and. organization enable the 
STRAND to present programs that are 
far out of the scope of a theatre operat- 
ing individually. PuBLix Theatres 
organization has also developed new 
standards in theatre management at 
once evident in the equipment, per- 
sonnel and comfort features of the 
STRAND at Uphams Corner. 


An effective bit of institutional advertising was accomplished by 
J. J. Dempsey, manager of the Publix Strand Theatre, Dorchester, 
Mass., when he forwarded attractive booklets, as pictured below, to his 


“The Light that guides 
to better Entertainment” 


An Announcement of the 
PUBLIX 
STRAND THEATRE 


UPHAMs_ CORNER 


DORCHESTER MASSACHUSETTS 
Always A Good Show 
at the Strand— 


52 times a yeat—' There's a good 
show at the Strand”. Don’t miss one! 
EvERY WEEK—a selection of the best 
in talking pictures, such as Paramount 
offers. EVERY WEEK-—a program so 
perfectly balanced: that you are always 
sure to find whatever you like best, 
Every WEEK — you'll enjoy every 
minute of the show—and take keen de- 
light fn looking forward to the next! 
No week is complete without seeing the 
show at the Strand! 


POSTAL HEADS — 
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SCREEN - PLUGS “OUT” 


Any advertiser who knows his business, or any press- 
agent competent to hold his job, knows of the intense-atten- 
tion and vast audiences held daily by the motion picture 
screen. Consequently they devote great ingenuity and effort 
to “ctash” thru with a “plug” for their particular enterprise. 
Most of these promoters are clever enough salesmen to’ get 
results from their effort to “sell” the theatre manager. Con- 
sequently each of their successful efforts increases the num- 
bers of the army that beseiges your screen. 


NOTE THESE DONT’S! 


AALS 


Contributors to PUBLIX OPINION are requested 
NOT to send ad-records. 

DON’T attach material to your ad-records and ask 
that it be sent to PUBLIX OPINION. Take care of 

your ad-record requirements independently of PUBLIX 
OPINION, as ordered. 
MAKE your contributions to PUBLIX OPINION 
a separate and distinct effort.. This is to prevent con- 
fusion in two different departments. 

Don’t write to the Home Office advertising depart- 
ment and say “send this to PUBLIX OPINION.” Send 
separate specimens and a separate report yourself. 

Don’t expect to see everything you send to “the 
voice of Publix” re-produced. We only have 12 pages, 
and can’t use everything. We want repeatable specimens 
of ticket-selling effort, as well as news of repeatable 
operations-effort. 

Don’t expect to see articles or pictures published for 
the purpose of vanity-tickling. We repeat our often 
stated policy on this. We’d like to print everything, but 
we haven’t enough space to play fair with all of the show- 
men of 1200 theatres—and we won’t discriminate. BY 
YOUR DEEDS only shall you be known — providing 
those who might find themselves facing the same prob- 
lem you successfully solved—and providing they come 
within the best selection of available material. 


EUAN NNN 


DALLAS BOYS ARE KNOCKING’EM OFF! 


Proof that the men of the Dallas District are alive comes from Bob Kelley, of the district office: Explanations follow. (1) An example of 
two co-operative heralds. Four page picture sections containing plenty of plugs for the theatre and shows, paid for by the merchant get- 
ting the back page. (2) Two heralds also paid for by merchants. (3) Three co-operative ads featuring stars of attractions. Paid for by mer- 
chants. All of these were done for the Melba Theatre by Maurice Rosenfield, originally employed as a sound checker, but now engaged in doing 
exploitation work. (4) Two pictures of the front of the Palace Theatre, Dallas, dressed up in compoboard to fit the attractions. Cost of the 
front was little more than the cost of regular display cards which were marked off for the occasion. H. Swiger is manager of the theatre. (5) 
Two newspaper tie-ups. Paper gave space and theatre gave passes in one case and photographs of Clara Bow in the other. (6) Printed cards 
featuring the Colleen Moore Hollywood Wave were placed in 200 beauty parlors and barber shops without the use of a single pass. Notice in 
every instance on this page how well the theatre and show were sold. 


Because of this fact, Mr. Katz has issued a strict order 
that under no circumstance is there to be any screen credit 
or “plug” on the screens, unless approval is obtained from 
home office management and advertising department. This 
approval can only be given in cases where unusually valuable 
return is made to the theatre. Propaganda film, political 
trailers and mercantile plugs for “prizes” all come under 
this head. Advertising tieups that depend upon screen-plugs 
are invariably not worth their cost in patron-annoyance. 


If advertising space could be bought on our screens, it 
would be worth a dozen times its comparative circulation 
cost in a newspaper. That screen space is not for sale. 
Where a tieup is made, and a screen credit is given, at least 

- the theatre is entitled to its proper “rate.” Those showmen 
who are ever-willing to make a screen-tieup, are also usually 


2| willing to sell out a valuable asset for a trifling consideration. 
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BLUE MONDAY 
HIT BY STAGE 
RADIO HOUR 


Division Director Milton H. Feld 
suggests an effective stunt for 
building up Monday business in 
the form of a popular program of 
radio entertainment to be broad- 
cast from the stage of the theatre 
after the last show on Monday, at 
which the audience is invited to 
remain. 

The theatre orchestra may be 
used in those houses that have 
one. The unit stage talent is un- 
der contract to broadcast without 
charge and can be used in unit 
houses. Special stunts can be 
built up with individual musicians 


lor group of musicians as well as 


musical personalities. Also, local 
talent, selected at private audi- 
tions, may broadcast. The theatre 
and radio audience can decide by 
written votes which is the most 
popular of these local entertainers, 
and the prize will be a definite 
number of weeks employment on 
this radio hour at a moderate 
salary. a 
Sell Advertiser 

The main obstacle—that of the 
charge for time on the air—can 
easily be overcome by getting some 
local live-wire advertiser to as- 


sume the costs for the obvious ma- 


terial benefits he will derive from 
a weekly radio broadcast that will 
attract the attention such a pro- 
gram will. However, it must be 
specifically understood that in all 
announcements, the name of the 
theatre and the fact that the pro- 
gram is being broadcast from the 
stage, are to be mentioned. 

For straight sound houses that 
have no orchestra or talent, the 
advertiser must be sold the idea 
of engaging a band and entertain- 
ers with the offer to handle the 
program for him and broadcast it 
each week from the stage of the 
theatre with an audience present. 
The attention getting value of the 
theatre’s name and the guaranteed 
audience in the house, as well as 
that of the air,—assured by the 
millions of dollars spent in estab- 
lishing the association between 
Excellence in Entertainment and 
a Publix Theatre—should make it 
very easy to sell the merchant on 
this idea. 

Important Angle 

The most important feature of 
the whole scheme is the announ- 
cer, who has to be, not only a 


| clever Master of Ceremonies, but a 


person who can keep up a spirit of 
spontaneous enthusiasm and work 
hokum stunts of every character 
so that the program stands out to 
radio audiences as unique and un- 
usual. For example, he will start 
out by describing the theatre in a 
few short phrases, speak about the 
large audience packing the house 
to capacity and invite everyone 
listening in to join the jolly crowd 
next Monday and take part in the 
festivities. ; 

A good stunt to work in this 
connection is to announce the 
largest vocal chorus ever broadcast 
and then call on the audience to 
do a typical community singing 
number led by the organist. In- 
numerable similar stunts’ will 
quickly develop, once the idea is 
gotten under way. 
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FROM ACROSS 
THE SEA 


: 

: 

: 

¢ The influence of PUBLIX 
é OPINION is not only felt in 
¢ 1200 theatres in the United 
: States, but also in many 
® foreign countries where Par- 
¢ amount theatres are located. 
¢ Mel G. Lawton, editor of 
¢ “The Paramount, Punch,” in 
t Sydney, Australia, thanks 
4 this publication for the many 
; excerpts he has used, which 
2 were first noted in ‘‘the offi- 
t cial voice and idea exchange 
; for Publix theatres every- 
; where.” 
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| School Rallies 


Pack Illinois 
Theatre 


There’s lots of ticket money in 
high schools and colleges and it’s 
not very difficult to get it. Here’s 
how city manager R. W. Lawler of 
Bloomington, Illinois, did it dur- 
ing the Thanksgiving season. 

Before the end of the football 
season, pictures were taken of the 
local football teams in action. 
Then three nights were set aside as 
pep nights, at the Majestic Thea- 
tre. Monday night was for Normal 
University, Tuesday for Wesleyan, 
and Wednesday for the four high 
schools. A week previous, ads 
were run in the school papers ac- 
quainting the students with the 
stunt. The ads announced that 
football pictures would be shown, 
and urged all students to join in 
the PEP rally. 

In addition to the ads, letters 
were sent to the two most popular 
members of each fraternity and 
sorority, asking them to attend 
and urging to pass the word on to 
the others. They were sent com- 
plimentery tickets to make their 
part of the work easier. 

The colors of the school pre- 
sumably sponsoring the program 
were displayed on the front of the 
house, and in the lobbies and foy- 
ers: the appropriate colors and | 
flags, of course, for each of the 
three nights. The most popular 
cheer leader in each school acted 
as master of ceremonies and led 
the audience in cheers. Talented 
students were called upon extem- 
poraneously to do a song or dance 
and many responded in a spirit of 
fun. = 

It is enough to say that the re- 
ceipts on each of the three nights 
was more than double the usual 
intake and that school officials ex- 
pressed their approval of the ral- 
lies. 


HELP POPULARIZE 
FILM SONG HITS 


There are many ways to popu- 
larize a song. The most con- 
stantly resorted to means is that 
of getting local orchestras to play 
it. In this respect the many em- 
ployees of the Publix theaters can 
be of much assistance by request- 
ing the leaders of orchestras in 
whatever restaurant or ballroom 
they might be present to play the 
song hit from a Paramount pic- 
ture, 

This result can be usually ac- 
complished by a card with the re- 
quest forwarded to the orchestra 
leader by the waiter, or by a per- 
sonal talk to the leader. It should 
be remembered that the more 
popular a song is, the more~pub- 
licity the picture gets. 


HAPPINESS WEEK 
HELPS IN BROCKTON 


Is everybody happy? They 
ought to be in Brockton, Mass., 
from the mayor down. 

When Manager 5. S. Holland of 
the Rialto Theatre of Brockton 
learned that this theatre would 
play Ted Lewis’ “Is Everybody 
Happy,’ he thought it would be 
fine to give the merchants of the 
city a chance to ask that question 
of their patrons. So he promoted 
a Happiness Week, which the May- 
or officially proclaimed together 


got the merchants to run a CO- 
operative page featuring their 
special happiness Wares. Of 
course the theatre got a big chunk 
of the page gratis, and was thus 
enabled to send the picture off to 
a flying start. 


————— 


CARTLEDGE TRANSFERRED 


James Cartledge, formerly man- 
ager of the Publix Fotosho, Miami, 
has assumed the management of 
the Publix Strand, Knoxville, re- 
lieving Paul Crubb, who became 
assistant at the Publix Riviera, 
Knoxville. Graham Jeffries suc- 


| Publix 


NICK’S POS 


TER SINGS 


This singing poster of Nick Lucas was used as an advance and 


durrent display for “Gold Diggers of Broadway” at the Publix 


Paramount Theatre in Detroit. 


A dynamic speaker was attached 


to the back of the beaver board figure and the sound came through 
the white cloth in the shirt front. 
phonograph playing Lucas records. 


GLORIFYING ADS 
NET FREE SPACE 


Manager Ellis Brodie of the 
Paramount, Haverhill, 
Mass., used the title of his pic- 
ture to effect a co-operative mer- 
chant’s page in the local paper. 


On Sunday prior to the Monday 
opening of ‘“Glorifying The Amer- 
ican Girl,’ this co-op page ap- 
peared with ten merchant’s ads 
displayed, containing such lines 
as; ‘Gorgeous Jewels That Will 
Glorify Any American Girl,” 
“Good Milk Glorifies The Beauty 
Of American Girls,’ etc. Brodie 
estimates that 82 inches of free 
space was obtained, in addition to 
the top of the page, which was 
devoted to theatre name, attrac- 
tion, playdate and stars. 


STAGES PARADE 
ON ARMISTICE DAY 


Silvin Goldfinger, manager of 
Publix-Balaban & Katz Chicago 
Harding theatre took advantage 
of the Armistice Day celebration 
in his neighborhood by tieing in 
with the American Legion Post for 
a night parade throughout his dis- 
trict terminating in front of the 
theatre where the band played for 
a period of fifteen minutes. Man- 
ager Goldfinger used the Publix 
Sound truck to lead the parade 
followed by two ex-sailors in uni- 
form carrying a banner tieing in 
with the current attraction. 


SHIPLEY IN TEXAS 


The speaker was wired to a 


New Orleans, as director of pub- 
licity, is succeeded in Texas by 
Mr. Shipley. 
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SOUND CHECK! 


Go 
eo 


: 
- ees t 

Forcibly bringing to the °¢ 
attention of his managers ; 
the importance of constantly $ 
checking up on sound repro- ¢ 
duction, J. L. McCurdy of the } 
New England division has $ 
mailed to each of them a ; 
eard, printed in red, as fol- ¢ 
lows: 

STOP 


: 
4 
If this card reaches you in ; 
the morning, arrange to 3% 
sit thru the first after- $ 
noon show. : 
—If it reaches you in the } 
afternoon, drop whatever ? 
you are doing and sit thru : 
the show, from beginning ¢ 
to end. ; 

¢ 


NOTHING IS MORE IM- 
PORTANT THAN THE 
PRESENTATION 
OF SOUND IN YOUR 
THEATRE. 


$ 
é 
Keep up the high stand- : 
ard that you have set for 4 
your house. You can only ¢ 
do that by personally sat- ; 
isfying yourself that the } 
sound is right. ; 
Keep notes of your obser- ¢ 
vations and hold a check- ¢ 
up meeting immediately ; 
afterwards. @ 
} 

¢ 


J. L. McCURDY. 
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Organist Sold 
At No Cost 
To Theatre 


Manager Silven Goldfinger of 
Balaban and Katz Harding theatre 
Chicago, with the assistanee of Al 
Birks, who has charge of the ad- 


_vertising and publicity of the Pub- 


lix—B. & K. ‘‘Sound Houses” in 
the Windy City, put over a neat 
stunt for that theatre with very 


little cost, which brought real re-} 


sults at the box office. 


The stunt was called ‘‘Hddie 
Meikel’s 5000th Anniversary Per- 
formance.’’ Meikel being the pop- 
ular organist at the Harding. 

A contest tie-up was made with 
the Chicago NOR’WESTER, a lo- 
cal paper with a circulation of 
27,000 in the immediate vicinity 
of the Harding. The contest was 
of the puzzle variety, using a pic- 


Pictures Best 
Medium For 
Song Sales 


According to a consensus of mu- 
sic publishers’ opinions, compiled 
by ‘‘Variety,’’ sound pictures are 
rated first as a medium for ex- 
ploiting popular music. Radio is 
rated second, but has been found 
to be less effective because of the 
quantity of other songs _per- 
formed. Sound pictures, on the 
contrary, are effective because 
they cause audience concentration 
on a few musical numbers which 
are often repeated until they are 
remembered. 


When a theatre patron leaves 
his seat after seeing a picture that 
has a song hit, he is half sold on 
purchasing a copy of the song or 
a phonograph recording of it. It 
takes a bit of good psychological 
advertising and salesmanship to 
actually sell him. An important 
sales factor in this respect is that 
of reminding him of the melody 
by playing or singing it in the 
lobby or:-at the main exit as he 
leaves the theatre. 


It is a well known fact that a 
theatre patron who _ sings, 
whistles, hums, or plays a song hit 
from a sound picture unconscious- 
ly provides a sure-fire advertise- 
ment for the picture, because the 
source of the tune. is’always men- 
tioned or thought of in connection 
with it. It becomes necessary, 
then, for theatre managers to 
boost the sales of sheet music and 
phonograph records and procure 
this free and. comprehensive ex- 
ploitation. 


ture of Meikel cut into twenty 
pieces and placed in individual ads 
throughout the paper with prizes 
to those who successfully pasted 
the pieces together and for the 
best letters on ‘‘Why I Like Eddie 
Meikel.” 

The paper undertook the sale of 
the ads, and promoted the prizes 
which consisted of merchandise 
from merchants who participated 


_|in the contest, in addition to sey- 


eral pair of tickets to the theatre, 
Two hundred window cards were 
also displayed in shop windows 
calling attention to the anniver- 
sary celebration and to the con- 
test running in the paper. 


NEW ORLEANS WELCOMES CAR 


Here is a picture of the official welcom 
In the foreground, reading from left to right, are 
Semmes Walmsley, acting mayor of New Orleans; 
E. Tillotson, Publicity Director of the entertainment special. 


| eS ee 


e accorded the Publix sound car at the city hall in New Orleans. 
Gus Coats, manager of the Publix Saenger Theatre; T. 
Jack Meredith, division advertising manager, and Harold 


R. J. Jones, who has been trans- 
ferred as manager of the Metro- 


eeeds Cartledge. 


politan, Houston, to the Saenger, 
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Campaign for Sunday movies in La Grange, 
factions, show. The pros won, by a safe majority, and LaGrange, 


advertisements which probably helped to turnithe trick. 


‘yA, POOL HALLS 
WOnETEAPER, MOVES. 


3 quiet bome Sunday to 
Do you wish to surrenders ane to crowds of 


vote NO! oe | | 
= aS ae ote for BROADWAY 
A Vot x te NO nage vets fort 

Your Home Town- 


GRANGE 
LA 10. 


CLEAN! 


mentary letters are also sent to 
the publishers commenting upon 
the general make-up and text of 
their papers. 


SOUTH REVISES | 
GOOD WILL IDEA 


An institutional stunt that has 
been used for the past five years 
by the Publix-Kunsky and Bala- 
ban & Katz publicity departments, 
is being successfully effected in 
suburban publications surrounding 
Birmingham, Ala., and Atlanta 
Ga., under the direction of W. C. 
Patterson, District Manager. 

“Readers”? are mailed to these 
local papers and if marked copies 
are returned to the theatre, passes 
are issued to the editors. Compli- 


MOORE WINS AGAIN 


Marsline K. Moore was recent- 
ly presented with the Shrine ring, 
awarded to the most popular 
candidate for the Shrine degree 
in Ft. Worth, Texas. Moore, who 
is manager of the Publix Worth 
Theatre there, is the same show- 
man who copped the $250 prize 
for the most parades during Para- 
mount Month. 
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XMAS-DRIVE 
SCRAPBOOKS 
WANTED!!! 


© ee © 
HERE’S SOMETHING YOU MUST DO AT ONCE! 

An urgent order from all department heads directs 
PUBLIX OPINION today to urge every city in Publix, 
to get up a neat and complete scrap-book on everything 
that was done for the December Drive, starting from No- 
vember 1 and continuing to: December 31. The pre-De- 
cember planning effort is important. | 

The first thing in the book should be the carefully 
typed list of plans for your campaign. After that should 
come clippings of every news item, advertisement, photo 
of fronts, photos of special posters; duplicates of trailer 
copy. The name of the city manager, theatre manager, 
etc., should be on the book, together with proper credit 
for each stunt to the man or men who completed it. 

After all of these scrap books are in the hands of PUB- 
LIX OPINION, they will be carefully studied, and a spe- 
cial DECEMBER TICKET-SELLING MANDAL will 
be compiled from them. This manual will be distributed 
to all theatres next September, in plenty of time to serve 
you NEXT YEAR, 
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day films. Publix-Balaban & Katz, operators of the theatre, took no active part in the campaign, 


LA GRANGE: | 


eee SUNDAY. MOVIES || 


AMPAIGN IN LA GRANGE. 


Ill., was a lively one, as these full page advertisements, inserted and paid for by the opposing 
one of the strongest anti-movie cities in the country heretofore, now has seven 
of course, but did insert a series of good-will 
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MERCHANTS P A Y | “Gold Diggers” Hour 


FOR BALLYHOO 


A specially prepared six-page 
tabloid, telling the people of Rut- 
land, Vt. that Rajah Raboid, 
‘World’s Greatest Mentalist,’ 
would open an engagement at the 
Publix Strand in that town, was 
paid for by five local merchants. 


When the Rutland Herald re- 
fused to publish a ‘Rajah’ supple- 
ment, T. W. McKay and J. H. Wil- 
son of the Publix Grand and 
Strand theatres, devised this 
means of heralding the extraordi- 
nary attraction, without detract- 
ing from the prestige that an act 
of Raboid’s type possesses. Five 
thousand of these above men- 
tioned tabloids were distributed, 
also exploiting Raboid’s latest feat 
of driving an automobile through 
the streets of Rutland, blindfold- 
ed, which would be demonstrated 
the next day. 


Power Company Tied-up 
With ‘Darkened Rooms’ 


A tie-up with the Tennessee 
Electric Power Co. netted lots of 
publicity for the Publix State, 
Chattanooga, managed. by Paul 
Short, when “Darkened Rooms,” 
played there. The Power Com- 
pany paid for the printing of 5000 
electric light bulb cut-outs on 
which was printed copy about the 
picture, theatre and playdates, 
Tickets were offered to holders of 
cut-outs which corresponded to 
numbers which were posted in the 


window of the Power company. 
| 


NO OPPOSITION 


‘In the Home Office, the COST 
CONTROL COMMITTEE is being 
referred to as “‘the CCC,’’ which 
made Mickey Finn awfully mad, 
until he found that it didn’t spell 
opposition to him. 


MMMM 


‘Over Radio Station 


A “Gold Diggers’? hour over 


radio. station in a nearby town en- 
abled Manager Joe Koehler of the 
Idaho Theatre, Twin Falls, Idaho, 
to get a lot of publicity on ‘“‘Gold 
Diggers of Broadway” for nothing 
more than four trip passes. Koeh- 
ler was the announcer and sang 
some of the songs from the pic- 


ture. 


Two weeks in advance of the 
opening, Koehler announced that 
every night for six nights, ten 
names of residents would be an- 
Those who telephoned 
after the announcement would be 
of 


nounced. 


guests of the theatre. 
course, meant listeners. 


This, 


SENDS TELEGRAMS 


Over a hundred telegrams were 
sent out by Manager A. L. Lash- 
way to play up ‘“‘Why Bring That 
Up?” when it ran at the Olym- 
The 
telegrams were sent to all the 
larger factories and department 


pia Theatre at Lynn, Mass. 


stores. In many cases it was po 


sible to have the telegrams passed 


around among the employees. 


SUMAN 


AT YOUR 
NEW YORK 
THEATRES ® 


WEEK OF DEC. 27 


THEATRE PICTURE 
Paramount ..... Pointed Heels 
12 YEU GT eererere cere os The Virginian 
Rivoli, 


The Taming of the Shrew 
Bklyn Paramount, 

Pointed Heels 

Criterion ($2), 

j The Love Parade 
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EAU MUIMNQUSIA AWA A 


SUNDAY MOVIES 
PUT OVER BY 
GOOD WILL 


A “Good Will Campaign,” typi- 
cally Publix-Balaban & nate 
jected as a last minute gesture in 
an attempt to ward off defeat of a 
Sunday movie referendum, turned 
the city of LaGrange, IIl., one of 
the strongest anti-Sunday-movie 
cities of the country, into a seven- 
day movie community. : = 


In February, 1928, the question 
of seven-day films aroused wide-. 
spread interest resulting in one of 
‘the largest ballot totals in the 
city’s history. The anti-Sunday 
amusement group won by almost 
a two-to-one victory. 


With the memory of the last 
seven-day movie referendum still 
fresh in the minds of the LaGrange 
citizens, Alexander D. Dallach, re- 
spected citizen and owner of the 
LaGrange theatre building, circu- 
lated a petition calling for another 
referendum on the Sunday Movie 
question and got enough voters’ 
signatures to bring a special vote 
on Friday, October 25. 

Dallach convinced Mr. John Bal- 
aban that the LaGrange theatre 
could make good on a seven-day 
basis, and that, with the promise of 
Publix—Balaban & Katz entertain- 
ment to the citizens of LaGrange, 
the chances of seven-day movies 
were, at least, even. 


Careful Campaign 


In planning the opening cam- 
paign, E. M. Glucksman, super- 
visor, and Herb Elisburg, publicity 
man, refrained from mentioning 
Sunday movies. Stories and ads 
stated that Publix-Balaban & Katz 
had no interest in politics and that 
the Sunday movies were being 
sought by citizens of LaGrange — 
and not by the theatre operators. 

Elisburg made it his business 
to meet as many influential citizens 
as possible. He introduced them to 
the manager, Ed Nikodem, and of- 
fered every co-operation to the 
Chamber of Commerce, Kiwanis 
and other organizations. 

Nikodem and Elisburg were 
aware that city officials seemed to 
be afraid of being criticized. Hlis- 
burg failed to get the city manager 
to sanction any form of street dec- 
orations or ballyhoo. Parades were 
also taboo—billing was forbidden, | 
as was circularizing. 


No Publicity 


The newspapers refused to come © 
through with much publicity, ex- 
plaining that it would not be wise 
to “plaster” the papers with thea- 
tre publicity so close to the referen- 
dum. 

There was one small faction 
fighting for Sunday movies — the 
merchants of LaGrange, who felt 
the financial loss when citizens 
went out of town to spend their 
money. The merchants came thru 
with a four-page good will adver- 
tisement in the LaGrange news- 
papers in which they welcomed the 
theatre as an asset to the com- | 
munity. 

The anti-Sunday movie group 
made it so hot that a full-page ad 
calling upon the citizens to vote 
for seven-day movies and signed 
by the most influential citizens, 
was retracted in a full-page ad 
placed by these signers the day. 
before election. 


Seek Good-Will 


A week before the election the 
outlook was bad. It was decided 
that a good-will campaign might 
help. 

The copy of the progressive or- 
ganization was edited so that it in 
no way stated that a voter was 
wrong by voting “no,” or right by 
voting “yes,” but merely telling 
them to VOTE and to use their 
own judgment. An ad inserted by 
leading citizens was trimmed to a 
mere statement of facts. This gave 
the pro-Sunday group a 100 per 
cent clean campaign and turned 
the majority of LaGrange citizens 
against the false prejudice of the 
anti-Sunday movie crowd. Good- 
will advertising, typically Publix- 
Balaban & Katz, turned the trick! 
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YOU HAVE THE 
MERCHANDISE 
SELL IT! 


YOU HAVE THE 
MERCHANDISE 
SELL IT! 
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Publix Theatres Corporation, Paramount Building, New York, Week of December 27th, 1929 


: Le dm. 
Lee thy, 
SS (Ag 


The Official Voice of Publix 
Vol. III 
The year 1930 will see a considerable elevation in the intellectual and spiritual thought that is behind enter- 


tainment. America’s cultural progress, as reflected in theatre-going, will be seen in its highest state of develop- 
: —SAM KATZ, President, Publix Theatres Corp. 


‘ment, all due to the advent of sound pictures. 


“Leave no stone unturned to help Publix maintain 
the high standing it holds in the world of theatres.” 


Publix S Opinion 
Published by and for the Press Representatives and Managers of 


PUBLIX THEATRES CORPORATION 


SAM KATZ, President 


A. M. Borsrorp, Dr. Advertising Benj. H. Serxowicu, Editor 


A KATZ-EYE VIEW 


Individuals in Publix who practice taking a Katz-eye view 
of their local operation, and studying it in relation to ‘its place 
in the Publix Circuit as a whole, are the men who are in training 
for bigger and better jobs and salaries. : 

The next year or two in this business will see the develop- 
ment of many new and unusually fine jobs for willing and ex- 
pert showmen, and those jobs will be the kind that hunt the 
man, instead of the kind of job most men hunt. 

Mr. Katz, at the head of this organization, with its great 
army of employees, its huge capital investment, and its enor- 
mous moral, spiritual and recreational place in community life, 
has a burden and responsibility of such weight that few people 
outside of his immediate circle, realize. The successful guidance 
he has given to Publix thus far is an ever increasing indication 
of how much more is possible for him to accomplish, with our in- 
telligent aid. ; 

As men of brainpower and_ willingness develop to handle 
those things now being personally accomplished by Mr. Katz, 
his burden becomes lessened, and his time and mental capacity 
are released for other things that will benefit Publix. 

Everything accomplished for the benefit of Publix, benefits 
the individuals. It makes jobs better, and more secure. More- 
over, it provides for swifter and higher promotions. You have 
had frequent and ample demonstrations that it is no myth that 
“Publix Promotes From Within Its Own Manpower.” . 


SWIVEL-CHAIR MANAGEMENT 


Those necessary articles of furniture—a swivel chair and 


_ a desk—have ruined more careers for good-men-in-the-making 


than any other destructive influence known to modern civiliza- 
tion. According to Fred Metzler, Comptroller for Publix, who 
is the Home Office executive behind the accounting-require- 
ments, swivel-chair theatre managers who run their theatres 
from a desk and never get out into their theatre to see what is 
going on about them, are the ones who are constantly getting 
dismissed, or rebuked because of the deficiencies of their sub- 
ordinates. ; 

Recently one manager was dismissed instead of getting the 
promotion he sincerely felt he had earned, because he failed to 
check up on his juniors who were charged with the responsi- 
bility for perfect-sound. Another manager lost out because of 
irregularities in his box office, which his surveillance would 
have prevented. ee : - 

When a manager is appointed, he assumes responsibility for 
‘the actions of everyone under his supervision. If he is not 
sufficiently active to “be everywhere”, he cannot know what is 
going on around him, and thus he fails to live up to the agree- 
ment he made in accepting his assignment. In order to “be 
everywhere” and “see everything,” the first thing he must do is 
to properly organize and systematize his time, and activities. 

here is no room in Publix for the haphazard management 
_ that always goes with “a swivel-chair-and-desk manager.” 


FOLLOW THIS!! 


» One subject only should be discussed in each meno or let- 
ter. If you have to discuss more than one subject, do it on 
‘Separate sheets, or in separate letters. You'll get quicker action 
and better attention. Also, perhaps the matter discussed needs 

_ to be passed around to several individuals or departments who 
_ would not be interested in anything else except that one subject. 
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SOUND 
TIPS 


From Publix Department of 
Sound and Projection. 


HARRY RUBIN, Director 


Sound Bulletin No. 40-A 
PHOTO-ELECTRIC CELLS: 


Copper is a good conductor; 
glass is a good insulator. 


Now suppose you had the 
magic lamp of Aladdin; so that by} 
turning the light on a glass rod 
you could change it into a real 
copper wire, carrying current. 
Take the light away again, and 
the copper wire changes back into 
a glass rod. 


That, exactly, is the action of 
the photo-electric cell, and you 
can call it modern magic if you 
want to. . 


An electric current is only a 
stream of electrons; particles so 
tiny they can move easily between 
the molecules of a copper wire. 
If you look thru the “window” 
of a photo-electric cell you will 
see that most of the interior is 
coated with a shiny, bluish-white 
substance. This substance is a 
potassium compound, and it has 
one peculiar property. In it are 
a great many electrons held so 
loosely that they can be knocked 
clean out of it by the impact of a 
light wave. 


When light, originating in your 
exciting lamp, strikes this lining, 
electrons are knocked out of it, 
their number—i. e., the amper- 
age, depending on the amount of 
the light. The more light, the 
more electrons will be knocked 
loose by the light photons (units 
of light); which is only another 
way of saying that the more light 
that strikes the p.e.c., the more 
current will flow. Now the speed of 
an electron in a vacuum being 
thousands of miles a second the 
trip across the inside of the p. e. e. 
doesn’t take very long—the cur- 
rent flow stops the minute the 
light stops. In other words, the 
p. €. c. will reproduce, in pulsating 
electric current, exactly the fre- 
quencies and the shadings re- 
corded on your sound track. 


The electrons, constituting a fow 
of electric current, leave the potas- 
sium “active material’—Where do 
they go? They go to the ring, which 
is the only other element sealed in 
the cell. This ring is of copper; it 
is made of strip to provide larger 
surface and better contact, and the 
strip is placed edgewise to the light 
to throw the smallest possible sha- 
dow. The strip is charged at 90 
volts potential by the dry B batter- 
ies, the negative terminal of which, 
thru ground, closes the circuit to the 
potassium lining. Free electrons 
are always and invariably of nega- 
tive potential. When the light sets 
them free they promptly leave the 
negative potassium and head for the 
positive strip in accordance with 
the electrical phenomena that op- 
positely charged bodies will attract 
each other. The flow of current is 
thus really from negative to posi- 
tive. ; 

Since the current set up in the 
p. e. c. is fluctuating, it can charge 


a condenser. Actually, this current 
is connected thru a small condenser, 
to the grid of the first tube of the 
movietone amplifier. 

Now if there were no positive 
charge on the copper ring, the only 
electrons that would ever reach it 
would be those few that just hap- 
pened to be pointed that way when 
they left the active lining. If the 
charge on the copper ring should 
fluctuate, the amount of electrons 
striking it—i. e, the current flow 
will fluctuate accordingly. These 
fluctuations may be extremely min- 
ute—the entire current flow across 
the cell is infinitesimal—but it will 
be remembered that there is a 
whale of a lot of amplification be- 
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FILE THIS! IT WILL HELP PLAN PROGRAMS 


Watch Publix Opinion for this service in every issue! Watch the 
trade papers for it, too! 


LENGTH OF FEATURES 


Foot- Runn’s 
age 
7300 


Make 
United Art. 
Warner 
Warner 
Pathe 
Universal 


Let Me Explain 
Pointed Heels 
News No. 41 


WARNER 
Robert Keane—‘‘Room 909” 


UNITED ARTISTS 
Locked Door (Trailer) 


News No. 39 
News No. 41 
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